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Development of Specialty 
Selling Formula 


The sixth instalment of the editor’s 
story on the Development of the 
Specialty Selling Formula by John 
H. Patterson, founder of the National 
Cash Register Co., appears on this 
page. Readers who knew John Pat- 
terson are invited to submit anecdotes 
about Patterson and his methods— 
incidents which might be illustrative 
of any of the material they may read 
herein. These anecdotes will be in- 
corporated into the general story, 
with full credit given to those who 
send them in to us. 


Already several anecdotes of this 
nature have been reported to us by 
readers of this series. 


Birth of the ‘Economy’ 
Argument 


(Continued from Last Issue) 

We have no record of what rebuttal 
a prospective customer might have 
had for this speech, if he had any, 
but records do show that sales of 
cash registers increased by antelope 
leaps and gazelle bounds, and that 
salesmen of the N.C.R. made good— 
nay, unprecedented—incomes. Which 
should be proof enough that follow- 
ing the Manual “paid.” 

* * * 


Birth of Field Supervision 


Sales conventions had proven a 
noteworthy success, selling methods 
and arguments had become satisfac- 
torily standardized, guaranteed terri- 
tories were in operation, salesmen 
were “using the user,’ direct-mail pro- 
grams were becoming more and more 
attuned to the market, the house 
organ was “going over” big shop- 
keepers everywhere were becoming 
eash_ register-conscious—yet Patter- 
son was not satisfied. 


He worried about securing a higher 
degree of efficiency among his agents 
and salesmen. So, as you might have 
supposed, he brewed a new scheme. 
He decided to “ride circuit’—a prac- 
tice heretofore restricted to the clergy 
of pioneer America. 


In company with his advertising 
manager, Mr. Gibbs, the N.C.R. presi- 
dent set out, in the spring of 1893, 
to call on the agencies and see how 
they were being operated. The pair 
visited 50 towns in 51 days, and 
although the findings proved to be 
worse than discouraging in most 
cases, the trip showed Mr. Patterson 
how important and necessary such 
trips were in keeping agents on their 
toes. 

Years later Gibbs prepared two 
articles for Printer’s Ink in which he 
gave a detailed account of that first 
circuit ride. It is from these articles 
that the following 
drawn: 

“We had nothing whatever to guide 
us,” says the writer. “We scarcely 
knew what we were going to do when 
we started out from the factory. Our 
program, in fact, was made up as 
we went along.” 

All agents upon whom the two men 
were to call were notified far in 
advance of the actual visit. They were 
urged to have all of their salesmen 
in from the field on that day for a 
sales’ meeting. 

Gibbs continues: “In every city of 
any importance we held a convention 
of agents, and examined each man 
on his selling methods, his style of 
approaching a storekeeper, his ways 
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General Electric distributors, dealers, and salesmen all over the country will recall the stirring speeches and valuable suggestions on influencing human behavior presented by Leo Carillo before 
Carillo is now considered one of the world’s top-ranking cinematic artists, having at long last received deserved critical recognition after 


G-E distributor-dealer conventions 


in 1933. 
his performance opposite Grace Moore of the Metropolitan Opera Co. in “Love Me Forever.” Above are eight snapshots of Carillo taken by the editor during a recent “personal appearance. 


PERSONALITIES 


—=—=By George F. Taubeneck 


of closing sales, his personal appear- 
ance, his attitude toward prospects. 


“We also inspected showrooms, and 
found out how registers were ex- 
hibited and sales made. 

“We realized that it was not at all 
easy for salesmen to get up in the 
presence of officers of the company 
and give a demonstration of their 
methods of selling cash registers. 

“We tried to put the men at their 
ease. We explained to them why we 
were holding these conventions—that 
it was as much for their interests as 
it was for ours, and we did our best 
to have every part of the proceedings 
conducted in a purely informal way. 


“T admit that we were not always 
successful in doing this. Some of the 
men were intensely nervous, no 
matter what we said to them. It was 
impossible to make others feel at 
ease, and in several cases the men 
simply could not go ahead with the 
demonstrations at all. 

“Most of the restraint exhibited at 
the start wore off, however, as the 
meetings proceeded. 

“Most of our trouble was with the 
older men of the company. These 
men had been selling cash registers 
for many years. They were successful 
and they resented criticism. Of course 
the thing that saved the day was the 
fact that the president of the com- 
pany was doing the work. 

“T could not have done it alone, 
and I question whether any official of 
the company other than the president 
could have accomplished much of 
anything. 

“Some of the salesmen claimed that 
our criticism of them was rather 
severe. In order to prove whether 
their judgment was right in this 
matter, we engaged an _ elocutionist 
who knew nothing whatever about 
our machines, to act as a spectator 
while the salesmen were explaining 
the registers to us and then give his 
opinion of each man. 

“We did not tell the salesmen that 
we were going to do this, because we 
knew that most of the salesmen 
would feel nervous if they knew that 
an elocutionist was criticizing them. 
He kept in the background. 

“This elocutionist not only endorsed 
whatever criticism we made of the 
man, but said there were many valu- 
able points that we ourselves had 
omitted, and he taught the men much 
of value on enunciation and address. 

“In many instances, we found that 
younger salesmen were out-stripping 
the older ones. These older salesmen 
did not realize that the younger men 
were beating them, until we _ con- 
fronted them with the sales records 
of the company. 

“The new men were quick to adopt 
improved methods. They did not 


know any old methods, so it was not 
difficult for them to accept the new. 
Some few (older men) would not 
admit that they were wrong. It was 
necessary in some instances to make 
examples of these men and drop them 
from the ranks.” 

When Mr. Patterson returned— 
profoundly discouraged— from this 
first trip, he penned a heated and 
biting report of his experiences and 
published it in the current issue of 
the N.C.R. house organ. Wrote he: 

“Half of the salesmen that we met 
would prevent a man from buying, 
even if he felt so inclined. As Mr. 
Gibbs and I proceeded on our trip, 
I was amazed and chagrined at the 
incompetency of so many of our men. 
At one or two places we found some 
ability, but it was a scarce article. 


“T was surprised to find how many 
of our salesmen happened to be sick 
just the day we arrived in their city. 
It was a most singular occurrence 
that they should have been sick the 
night before, or had been up until 
12 o’clock or 1 o’clock selling cash 
registers, and that that was the only 
morning they had been late for weeks 
past. 

“If many of our salesmen would do 
less drinking and smoking and save 
their energy for making ‘sales, they 
would make a great deal more money. 
I find that many men are greatly 
hindered in the results from their 
bad habits: too much smoking, too 
much drinking, and lack of everyday 
bathing. 

“We cannot afford to have our 
territories occupied by sick men. The 
health of the salesmen we have met 
has not been first-class and they 
could not do the work expected of 
them. 

“Some men think it necessary to 
drink about five drinks of whisky a 
day. This affects a man physically 
and mentally, and throws his stomach 
into such a condition that it makes 
him feel miserable. 

“I know that to stop smoking is 
a very hard thing to do, but to will 
to stop is not sufficient. The action 
must follow the thought. 

“Many salesmen, too, are not neat 
in their appearance. They shave 
only two or three times a week, when 
they should shave every day. Their 
collars and cuffs are worn more than 
once, their shoes not blackened, and 
their whole appearance untidy. 


“When Mr. Gibbs and I started on 
our trip, we intended to go rapidly 
from one office to another and spend 
but little time in each office. We 
found, however, such a condition of 
affairs in many of the offices that we 
were compelled to stay a day, and 
sometimes two days, in some of them 
to straighten things up. 

“We found nothing but excuses on 
tnis trip. Excuses for not keeping 
the show windows and offices in fine 
shape, excuses for not having the 
men come to the office early in the 
morning. 

“Excuses for not sending out adver- 
tising matter, for smoking in offices, 
for the state of the weather, excuses 
if it was too hot, excuses if it was 
too dry—nothing but excuses. 
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“It seems to me that our men are 
continually trying to find excuses for 
their work, instead of using their 
energies to increase business. It is 
astonishing what excuses an agent 
can get up for not attending to his 
work. If there were fewer excuses 
and more hustling, our factories 
would have to work overtime.” 

Trip after trip followed this first 
“circuit ride’ and with each visit, 
Patterson became more _ thoroughly 
convinced that somehow he must con- 
trive to supply his agents with even 
more sales information, and that their 
education had just begun. He was 
appalled by the wec xness and inept- 
ness of the presentations he heard. 
Yet he still had faith that he could 
teach men in the mass how to sell a 
specialty product. 

It was not, however, until the 1893 
World’s Fair in Chicago that any 
serious thought was given to the 
establishment of a training school. 


Birth of the Sales Contest 


Like an expert mechanic who can 
diagnose a motor’s ailment by listen- 
ing to it, John Patterson understood 
human nature, because he could feel 
and interpret its heart-beats; he 
knew the kind of people who bought 
cash registers and the kind who 
didn’t, and why; but most of all he 
knew salesmen. 

Most of his time was spent with 
salesmen. He himself was one of the 
best. And so he knew that the man 
who started the year with a quota- 
breaking record usually finished with 
a still better record. 

Thinking along that line, he devised 
a scheme calculated to supply new 
incentive to his men, and to boost the 
valleys in the N.C.R. sales curve. 
How? Simple: He offered merchan- 
dise prizes to the salesmen who made 
a certain record during the first three 
months of the year, and similar prizes 
for special effort during the last three 
or four months of the year. 

At first each agent was working to 
beat his own record. Not until later 
were contests between agents estab- 
lished. When that got started, the 
fun really began. 

As in golf, match play beat medal 
play every time for stirring up 
excitement. This was one of the best 
ideas Patterson ever produced, and 
today the sales contest is as indis- 
pensable as the sales manager and 
sales convention. Take, for instance, 
the situation with regard to sales 
contests in the electric refrigeration 
industry: 

Almost as important as the conven- 
tion and the morning sales meeting 
in the present scheme of distributing 
electric refrigerators is the sales con- 
test. Some distributors keep contests 
running continuously and even over- 
lapping. Most of the larger manufac- 
turers conduct two or three national 
contests during a year, with appro- 
priate and sometimes highly valuable 
prizes for winning distributors, deal- 
ers, and salesmen. 

Sales contests capitalize upon the 
hypothesis that salesmen are natural- 
born sportsmen. The fact that they 
are willing to work on a commission 
basis indicates that they like to 
gamble on themselves and the prod- 
uct they are representing. They love 
a competitive fight, and one way to 
keep them from expressing this urge 
in terms of fighting competitive 
products (instead of selling their own 
machines) is to start them battling 
among themselves in a friendly strug- 
gle for personal supremacy. 

Devices of this sort have enabled 
the salesmen to see themselves in the 
picture, and have helped them pre- 
serve their ego and morale under the 
constant fire brought upon them by 
the nature of the job. 

Winners are honored, feted, and 
hobnob with the officials of the com- 
pany. And by magnifying the impor- 
tance of their salesmen, sales man- 
agers have been able to _ inspire 
increased effort and bind these men 
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Johnny Belleman, linotype opera- 
tor who has been setting this 
story, is rapidly becoming an 
authority on Patterson’s life. 


more closely to their home organiza- 
tion. 

Cheap or shoddy merchandise was 
never offered by Patterson as prizes 
for sales contests; N.C.R. Co. bought 
the best that money could buy, and 
it is not recorded that President 
Patterson ever regretted the expendi- 
ture. 

Business leaders decreed it fool- 
hardy to spend so much money for 
prizes. Yet the idea produced the 
desired results. 

Every prize which could be won 
by men who broke their quota was 
pictured in a special issue of the 
company’s house organ, which “the 
Old Man” decreed should be used for 
this particular purpose. He sent a 
copy to every salesman in the organ- 
ization, and another one to the wife 
of each married salesman. 


This move was based on the notion 
that the women would push their 
husbands ahead to greater efforts 
than they had ever made before, once 
they worked up a desire for one or 
two of the prizes shown in the cata- 
log. Subsequent sales increases show- 
ed that he was right, as usual, on 
this unique hunch. 

Always there were contests—some- 
times between individuals within a 
group, sometimes between different 
groups—but the N.C.R. president saw 


-to it that his employees had plenty 


of incentive to spur them, and to 
keep them from relaxing long. 

He finally egged them on with 
promises of more money, in addition 
to valuable prizes, for it was Patter- 
son’s opinion that men worked hard- 
est when there was hope of monetary 
gain as a reward for their labors. 


Most salesmen are fond of games 
of all kinds, and Mr. Patterson knew 
this. As a result, many of the con- 
tests were staged as derbies, baseball 
games, basketball games, etc., with 
weekly bulletins, score boards, and 
all the paraphernalia necessary to 
make the contest realistic. 


These contests usually lasted a 
month and were staged whenever the 
company wanted—and was willing to 
pay for—extra business. Such occa- 
sions were not infrequent. But Pat- 
terson never allowed any contest to 
last so long that the salesmen lost 
their enthusiasm for it. There was a 
time limit set, and contests closed 
promptly on the pre-announced date. 

So thoroughly did he believe in the 
stimulating effect of competition 
within his sales organization that he 
is said to have encouraged outright 
betting among his agents on the final 
ranking of their respective divisions 
in certain contests. This is another 
practice which is indulged in quite 
lustily by distributing organizations 
today. 

A contest over, a special bulletin 
was issued immediately, carrying 
complete returns on the event, with 
pictures of the top-notch agents. And, 
like everyone else, the salesmen 
worked harder than ever to “get their 
picture in the paper.” 


(To Be Continued Next Week) 
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9-Month Rental 
Plan Offered by 


Dealers & Utility 


$1 Monthly Rental Charged 
For Utility’s Special 
Unit in New Haven 


NEW HAVEN, Conn.—Electric re- 
frigerator dealers, with the coopera- 
tion of United Illuminating Co., local 
utility, are offering to rent “U. I. 
Special” electric refrigerators for a 
period of nine months, at a cost of 
$1 a month. 

No additional installation or service 
charges will be made, and there is 
no obligation to buy at the end of the 
rental period. Refrigerators rented 
are 1935 models, with 8.3 sq. ft. of 
shelf arca. 

Dealers and the utility are also 
offering to sell refrigerators for $3 
a month for nine months without 
interest, with the rest of the payments 
scattered over 36 months, if desired, 
at 4 per cent interest. 

Apartment houses and commercial 
applications are not included in the 
rental or purchase plans, which are 
available only to individual families 
on United Illuminating Co.’s power 
lines. Payments will be included on 
the regular monthly light bills. 


Sales in Kansas City 
Drop 23% in 6 Mos. 


KANSAS CITY—Sales of household 
electric refrigerators in the Kansas 
City metropolitan area during the first 
six months of 1935 totaled 11,897 units, 
against 16,408 in the same period last 
year, a drop of 23 per cent, according 
to reports made by distributors to 
George W. Weston, secretary of the 
Electric and Radio Association of 
Kansas City. 

During June, sales totaled 1,819 
units, compared with 3,270 in that 
month last year, Mr. Weston reports. 

The falling off in sales is explained 
by the fact that during the first six 
months of last year, Kansas City 
dealers experienced an unusually busy 
season, due to extremely hot weather. 
Summer weather this year has been, 
generally, much more clement, with 
a consequent drop in “forced” sales. 

There has also been a_ general 
swing by electric refrigeration dealers 
from terms of 6 per cent per year, 
with two years to pay, to 5 per cent, 
with three years to pay. The 6 per 
cent, 24 months terms were agreed to 
by Kansas City dealers this spring, 
but outside competition, it is under- 
stood, has forced a change to the 
lower, easier payment scale. 


San Diego Dealers Plan 
‘Anniversary’ Campaign 


SAN DIEGO, Calif.—After estab- 
lishing an all-time monthly record in 
electric refrigerator sales during July, 
San Diego county appliance dealers 
are planning to celebrate, Sept. 8 tc 
15, the thirty-fifth anniversary of the 
establishment of the electrical appli- 
ance business in this territory. 

Sponsor of the celebration is the 
Bureau of Radio and Electrical Ap- 
pliances of San Diego County. 

First event on the anniversary 
program will be an “electric appli- 
ance birthday dinner,” to be held at 
El Cortez hotel here Friday, Sept. 6 

The active anniversary campaign 
will get under way on Sunday, Sept. 
8 During this period, distributors 
and dealers are expected to install 
window displays designed to show the 
progress in electrical appliances. 

Ancient refrigerators, washers, 
ironers, radios, ranges, toasters, and 
other appliances are being sought, to 
be used as backgrounds for displays. 

Recently elected officers and direc- 
tors of the Bureau will be in charge 
of the anniversary program. These 
officers include: 

Harry Callaway, president; H. E. 
Brunelle, first vice president; Frank 
Munro, second vice president; and 
Sam Hall, treasurer. J. Clark Cham- 
berlain continues as _ secretary-man- 
ager of the organization. 

On the new board of directors are 
H. C. Flinn, Leonard J. Harris, Stuart 
Ashenberg, W. E. Wendel, Glenn H. 
Dutton, Arthur Francis, C. W. Kin- 
more, Ralph French, Ben Rogers, and 
i. W. Meise. 


Athens Dealers Take Up Cooperative 
Program Where T VA Had Left Off, 


Continues Permanent Exhibit 


ATHENS, Ala.—Organizing a _ co- 
operative association of their own, 
electrical dealers here are carrying 
on where the Tennessee Valley Au- 
thority had decided to leave off. 

The TVA, after operating an appli- 
ance showroom in the city for one 
year, planned to close it June 1, but 
the dealers of the city stepped in, 
paid the rent on the showroom for 
six months in advance, and now are 
operating it as a permanent exhibit 
themselves. 

Each of the dealers maintains an 
exhibit in the showroom in which 
much of the social activities of the 
city center—including bridge and rook 
parties, teas, church bazaars, cooking 
schools, and other attractions both 
day and night. This naturally has 
stimulated interest in the items dis- 
played which include _ refrigerators, 
ranges, washers, radios, water heat- 
ers, ventilating systems, and water 
pumps. 


Since June, 1934, the average do- 


_mestic consumption of electricity in 


Athens has increased from 48 to 114.1 
kwh. per month or more than 200 
per cent. 


Appliance dealers in one _ year’s 
time have sold more than _ $70,000 
worth of electrical appliances, includ- 
ing 289 refrigerators, 131 ranges, and 
64 water heaters, or more than sales 
made for all years prior to 1934. 

Electric refrigerators are in use in 
about 70 per cent of the homes wired 
for electricity and electric ranges in 
27.7 per cent of the homes. Water 
heaters in use have increased from 
1 to 75. Athens has a population of 
4,250. 

Dealers comprising the electrical 
association are the U. G. White 
Hardware Co., Athens Furniture Co., 
S. M. Bowan Appliance Co., Sterchi 
Bros. Furniture Co. and Rainey 
Electric Co. 


Dealers and Salesmen Unite Enthusiasm, 
Product and Energy to Send Late 
Summer Sales to New Heights 


At “Camp Merchandise” a couple 
of weeks ago, General Electric gave 
its distributors and their salesmen a 
dramatic illustration of the three 
elements essential to sales success. 

As a speaker drew toward the 
climax of his address, the stage cur- 
tains parted, to show a gleaming 
thing of black and white. 

“You all recognize this,” said the 
speaker. “It’s a switch!” 

At its base were two plugs, labeled 
Enthusiasm and Product. The speaker 
slid them together. 

Nothing happened. 

Then the speaker laid hands on a 
massive switch handle, thrusting out 
from the central panel. 

“Nothing happens,” he cried, “until 
you throw in _  this_ switch § of 
Energy...” 

He threw the switch. Bang! Up 
overhead flashed a transparency read- 
ing Sales Quota. Bang! again—and 
the transparency dropped, to uncover 
a searchlight that, with baleful eye, 
glared smack into the faces of the 
watchers. 

“The spotlight,” the speaker shout- 
ed, “is on you!” 

With the sales “spotlight” on them, 
dealers and salesmen in many sec- 
tions of the country have harnessed 
together enthusiasm, product, and 
energy, in a united effort to make 
this the greatest August that the 
electric refrigeration industry has 
ever known. 

So enthusiastic are some of them, 
that they’re planning to carry their 
campaigns right on into September, 
without a let-up. 

They’ve found the so-called “sum- 
mer slump” merely a mental hazard, 
and they tell how they’ve whipped 
it, on pages 2, 3, 4, 5, 6, and 9 of 
this issue. ‘ 

Here’s an index of their stories, by 
headline titles: 

“Nine Different Makes of Used 
Refrigerators Used in Advertising as 
‘Come-On’ for Hard-to-Interest Pros- 


pects,” page 2. 
“Intensive Sales Training and 
Supervision of Dealer Operations 


Builds Lindburg’s Sales,” page 2. 

“‘Most Calls, Most Sales’ Contest 
Doubles July Sales of Topeka Dealer,” 
page 2. 

“Open Refrigerator Freezing Ice 
Cubes in Imperial Valley Heat At- 
tracts Many Prospects,” page 2. 

“Leonard Dealer Finds Wife Real 
Help in Canvassing,” page 2. 

“Confectionery Proves Able Leon- 
ard Dealer,” page 2. 

“Factory Promotion Material Helps 
Two Dealers Set New Sales Records,” 
page 3. ’ 

“Salesmen Set Their Own Quotas 
and Collect Bonuses in Proportion to 
Sales,” page 3. 

“Displays in Grocery Stores and 
Bonuses to Clerks Help Sales in 
August,” page 3. 

“Birmingham Dealers Boost Apart- 
ment House Sales by ‘Selling’ Tenants 
on Extra Cost,” page 3. 

“People Are Willing to Pay for 
Refrigerators, Dealer’s Test Shows,” 
page 3. 1 

“Telephone Canvass and Owner's 
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Club Ferrets Out Prospects for 
Davenport, Iowa, Dealer,” page 3. 

“Salesman Takes Payments in 
Commodity Needed to Make More 
Sales,” page 3. 

“Four Types of Promotion Used in 
Drive; Utility and Dealers Sell 4,656 
Refrigerators,” page 4. 

“One to Five Sales Closed Daily by 
Motor Coach Working in Ohio and 
Kentucky,” page 4. : 

“Standard Methods of Selling Win 
Prize for Ted Eckert,” page 4. 

“Fourteen Prospects Secured in One 
Night by Lighted Sidewalk Display,” 
page 4. 

“Oklahoma Appliance Co. 
casts Ball Game,” page 4. 

“137 Per Cent Quota Achieved in 
Westinghouse Sales Drive,” page 4. 


More Next Week 


The editors of ELEcTrRIC REFRIGERATION 
News, in contacting dealers and dis- 
tributors for detailed stories of the 
special sales plans and promotion 
stunts they used this summer, un- 
covered more information than could 
be crowded into the four August 
“specialty selling” issues, with the 
result that some of the best of this 
“overflow” editorial material will be 
published in the next issue. 


Broad- 


“Straus-Bodenheimer Men Count 
Sales as ‘Hits’ in Baseball Contest,” 
page 4. 

“Stewart-Warner Names 
of ‘Poker Game,’” page 4. 

“Leonard Dealer Takes Units to 
Front Door,” page 4. 

“150 Refrigerators Sold in 6 Months 
by Neighborhood Hardware Store; 
Users Furnish Best Prospects,” page 5. 

“Small Current Users Purchase 949 
Units in Utility“Campaign,” page 5. 

“Tie-Up with 4-H Clubs Aids Strat- 
ton-Terstegge to Sell Kerosene Units,” 
page 5. 

“Factory Offer Liberalizing Trade- 
Ins Plus Promotion in Neighborhood 


Winners 


Papers Brings Record for Buehn,” ~ 


page 5. 

“‘Steps to the Order’ Traces a 
Course for Salesmen from Maintain- 
ing a Proper State of Mind to Clinch- 
ing the Sale,” page 6. 

“Huge Floor Display Space and 


Intensive Newspaper Advertising 
Build Sales for Cincinnati Store,” 
page 9. 


“Advertisements Picturing Dealers 
and Listing Users Boost Buffalo 
Sales,” page 9. ; 

“Cooking School at Sheboygan 
Draws 1,000 People Nightly,” page 9. 

In addition to these news stories 
there are additional features dealing 
with “Specialty Selling” methods such 
as the weekly feature “Sales Idea of 
the Week” by V. E. “Sam” Vining 
(page 5); another weekly feature 
“Sales Contests and How to Run 
Them” by John Kumler (page 4); 
and an instalment of Editor George 
F. Taubeneck’s story of the develop- 
ment of the specialty selling formula 
by John H. Patterson (page 16). 
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Chicago and Bebionere Report 


Gains in Air Conditioning 


Notable Increase Shown 
In Systems for Drug 
Stores in Baltimore 


BALTIMORE—Installations of air- 
conditioning equipment here during 
the first six months of 1935 totaled 57 
units, 77 per cent of the number in- 
stalled during the whole of last year, 
a survey of John deB. Shepard, air- 
conditioning representative of Con- 
solidated ‘Gas, Electric Light and 
Power Co. of Baltimore, shows. 

Two hundred and three systems are 
now in use in the city, or contracted 
for, 131 of them having been installed 
during the last 18 months. Prior to 
1934, only 72 systems had been in- 
stalled. 

Most notable increase this year is 
in the city’s drug and confectionery 
stores. Businesses of this class have 
put into use eight air-conditioning 
systems, totaling 106 hp., where prior 
to that time only six systems had 
been installed. 

Residential air conditioning con- 
tinued to make rapid strides forward 
during the first half of this year, with 
nine installations, totaling 17 hp., re- 
ported against six in 1934, and a total 
of 14 at the beginning of the year. 
In the city’s office buildings, 12 in- 
stallations were reported, compared 
with a total of 26 previous to 1935. 
During last year, 13 installations were 
made in this field. 

Another notable gain was registered 
in department stores. Six months’ 
installation figures show that five 
jobs of this type have beén done this 
year, compared with six in all of 
last year, and a total of seven through 
1934. Five of the city’s restaurants 
were also equipped with air-condition- 
ing systems this year, to bring the 
total in that field to 23. 

Twenty-nine of the city’s theaters 
are now air conditioned, eight of them 
installing systems totaling 413 hp. 
during the first six months of this 
year. Last year, 12 installations were 
reported. 

Specialty apparel shops, during the 
first half-year, reported almost half 
as many installations as had been 
made in all the years previous to 


(Concluded on Page 11, Column 1) 


Air-Conditioning Firm 
Purchased by Bendix 


CHICAGO — Automatic Products 
Corp., manufacturer of Bendix auto- 
motive products, has purchased Aeriet 
Air Conditioning Co., and plans to 
enter the field of domestic and com- 
mercial air conditioning, states Vin- 
cent Bendix, chairman of the board 
of Automatic Products. 

Purchase of the company by Auto- 
matic Products, Mr. Bendix said, 
follows a thorough survey of the 
air-conditioning field as well as of 
Aeriet, which controls a number of 
air-conditioning patents and develop- 
ments. 

Equipment for the industrial field 
probably will be handled through the 
Permutit Co., an Automatic Products 
subsidiary, Mr. Bendix appended. 

The transaction was approved by 
the Chicago Stock Exchange, on 
which the Bendix stock is listed. 


Servel Earns $1,067,336 
In 3-Month Period 


EVANSVILLE, Ind.—Net profit for 
the three months ended July 31 as 
reported by Servel, Inc., and subsi- 
diaries was $1,067,336, equal after 
dividend requirements on the 7 per 
cent preferred stock, to 60 cents a 
share on the common. 

This compares with a profit of 
$942,238 in the preceding three 
months, and $785,203 in the corres- 
ponding period of 1934. 


Eshman Heads Detroit 
Branch for Lipman 


DETROIT —General Refrigeration 
Sales Co., Beloit, Wis., has appointed 
Raymond I. Eshman as manager of 
its branch office in Detroit. Mr. 
Eshman formerly had charge of the 
establishment and training of dealer 
organizations for Kelvinator Corp. 
He began his work as manager of the 
Lipman branch office Aug. 1. 


Chicago Installations for 
6 Mo. Are 80% of 
Total for All of ‘34 


CHICAGO—One _ hundred ninety- 
three air-conditioning installations 
were made in this city during the 
first six months of 1935, according to 
the results of a survey just com- 
pleted by officials of the air-condition- 
ing division of Commonwealth Edison 
Co. 

This figure is within 49 of the 
number of installations, 242, made in 
Chicago during all of 1934. 

Biggest gain, in number of installa- 
tions made in a particular classifica- 
tion, is in the restaurant field. This 
group, which reported 29 installations 
during the whole of 1934, has already 
reported a total of 41 for this half- 
year. 

Other fields which registered in- 
creases over last year were unclassi- 
fied stores, with six installations, four 
over 1934; undertakers, with seven 


A complete record of where 
air conditioning was installed in 
Chicago, together with the name 
of the dealer installing it, is 
given on page 10 of this issue. 


installations, two over 1934; drug 
companies, with eight installations, 
two more than in all of 1934; dentists, 
with four installations, two over 1934; 
and beauty shops, with five installa- 
tions, an increase of one over last 
year’s total. 

Installations in hospitals and hotels 
throughout the city were below the 
1934 totals. Two installations were 
reported in each of these fields, 
where last year five installations were 
made in hospitals, and six in hotels. 
However, the city now has 22 hotels 
equipped, wholly or partially, with 
air conditioning, and seven hospitals 
similarly equipped. 

Industrial applications were some- 
what below their 1934 mark, with but 
14 installations reported, but candy 
stores registered a gain of from 
three in 1934 to seven so far this 
year, and department, clothing, and 


(Concluded on Page 10, Column 1) 


31,211 ‘Jubilee’ Sales 
Break All Records 


NEW YORK CITY—Final report of 
sales made by the Associated Gas & 
Electric System and _ cooperating 
dealers during the System’s recently 
completed Refrigeration Jubilee shows 
a total sales volume of 31,211 refrig- 
erators, topping all previous records. 

Of the total number of units sold, 
29,665 were electric and 1,546 were 
gas. Sales represent 117 per cent of 
the company and dealer electric quota 
of 25,394 units, and 95 per cent of 
the company and dealer gas quota of 
1,620 units. 

The total number of units sold this 
year is up 12,463 over the total sold 
during last year’s activity. 

South Carolina led its group and 
the company and dealer electric divi- 
sion with 860 units, or 213.4 per cent 
of quota, and finished first in its 
group and second in the company and 
dealer gas division with 82 units, or 
234.3 per cent of quota. 

Florida took first place in its group 
and the company and dealer gas divi- 
sion with 227 units, or 436.5 per cent 
of quota, and finished second in its 
group and the company and dealer 
electric division with 575 units, or 
178.6 per cent of quota. 

Louisiana finished third in its group 
and the company and dealer electric 
division with 271 units, or 154.9 per 
cent of quota. Rochester finished 
second in its group and third in the 
company and dealer gas division with 
222 units, or 222 per cent of quota. 

Metropolitan Edison—New Jersey 
won first place in its group in the 
company and dealer electric division 
and first place in greatest number of 
units sold -with 6,277 units, or 139.5 
per cent of quota. Rochester followed 
in second place in the electric divi- 
sion. 

Eastern won first place in its group 
and the company electric division 
with 577 units, or 310.2 per cent of 
quota. Elmira was first in its group 
and second in the company electric 
division with 738 units. 
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SPECIALTY SELLING 


Nine Different Makes of Old Refrigerators 
Used in Advertising As ‘Come-on’ 
For Hard-to-Interest Prospects 


PASADENA, Calif.— Using nine 
trade-in refrigerators of various 
makes as a “comeon” to. bring 


customers into the store, where they 
were sold cn buying new, larger, and 
more ‘«xpensive medels, the L. C. 
Taylor Co., electrical appliance dealer 
hore, steceeded in moving $15,000 
worth cf ne. refrigerators during a 
10-day drive this summer. The nine 
uscd medecls ar> still “on hand.” 

Because he wanted a variety of 
_ models to appeal to those who had 

preferences in makes, Harold Taylor, 
manager of the stcre, purchased scv- 
‘ral used units from other dealers to 
add to the demonstrator and floor 
sample from his own store. — 


Used Models Priced High 

Prices of the used medels were 
kept high in order to attract people 
of means to the store. One unit, 
purchased frcm another dvaler for 
$67.50, was listed in the advertise- 
ment at $99.50. Other units were 
priced at $129.50. Lowest was $69.59. 

None of the trade-in units adver- 
tised were displayed in the main 
sales room. All nine used models, 
together with two new units, were 
lined up in a straight line down the 
center of a back room. 

When a prospect came in respons? 
to the advertisement, he was taken 
to the back room, shown the unit 


that had aroused his interest, and 
then gradually worked down to a 
new box. 

Comparisons were mad? between 
the used and the new units, with the 
advice that it might be better to put 
the money into a new model, even if 
the differenc> in price had to be 
handled on the time-payment plan. 
When his interest was aroused suffi- 
ciently, the prospect was taken to the 
front sales room to examine the 
various makcs of new refrigerators. 


Wouldn’t Enter Showroom Otherwise 

To illustrate the effectiveness cf 
this method of selling, Mr. Taylor 
cites the following example. He had 
been trying for several weeks to sell 
a larg: unit to a well-to-do family. 
The husband refused to spend that 
much money, claiming that sometime 
he would pick up a used unit. He 
had consistently declined to come to 
the store and look at the new models. 


When the advertisement featuring 
the used models appeared, the wife 
saw a unit of the make she wanted 
listed at $99.50. She phoned the store 
t> inquire about it and was told that 
it wasn’t what she wanted at all, 
but Mr. Taylor and sh agreed that 
this would be a means of getting the 
husband into the store. “Mr. and 
Mrs.” came in, looked at the $99.50 
box—-and bought a new $250.00 unit. 


Leonard Dealer Finds 
Wife Real Help 


In Can vassing 


PHILADELPHIA — Two Pennsyl- 
vania dealers in the territory of Klein 
Stove Co., Leonard dis _ributor—one 
of them a former ice man, and the 
other with only a year’s expericnce 
in refrigeration—have made_ gcod 
summer sales records this year, re- 
ports Walt-r Brous, director of elec- 
tric refrigerator sales for the Klein 
Stove Co. 

The ex-ice man is John Fluck, who 
operates retail stores in Ambler, a 
town of 4,000 population, and Norris- 
town, a nearby town. With the help 
of Mrs. Fluck, who makes canvass 
calls with her husband, and a sales 
force of thre> men, this dealer has 
delivered 42 refrigerators in Ambler, 
and 84 in Norristown, since the first 
of March. 

The “Mr. and Mrs.” selling pro- 
cedure has proved very effective in 
increasing business, Mr. Brous_ re- 
ports. In addition to Leonard electric 
refrigerators, the company also han- 
dles Philco radios, Maytag and Hot- 
point washers, Caloric gas ranges and 
circulators, and Hotpoint electric 


ranges, electric ironers, and small 
appliances. 
Lancaster Maytag Co., appointed 


Leonard dealer in that vicinity just 
last year, has already increascd its 
1935 sales 100 units above its figure 
for 1934. 

The company’s record for this year 
is 132 units, while last year it was 
exactly 100 under that mark. 

Change in the company’s selling 
fortune followed the appointment, 
last January, of A. C. Horner as sales 
manager. An experienced man _ in 
refrigeration and appliance merchan- 
dising, Mr. Horner organized and 
trained the five-man force of retail 
salesmen. 


Sell 


MORE 


... than Refrigeration... Sell 


AUTOMATIC 
CONTROL 


REFRIGERATION PRESSURE CONTROL L141 


Avenue South, Minneapolis, 


EFRIGERATION is more than merely cooling 

equipment. Without automatic control much 
of the effectiveness, the accuracy and the effi- 
ciency of refrigeration is wasted. When you sell 
refrigeration, for all kinds of commercial or air 
conditioning installations sell automatically con- 
trolled refrigeration... automatically controlled by 
Minneapolis-Honeywell. You'll find these simple, 
sturdy and dependable controls will guarantee 
the proper operation of your equipment, with a 
minimum of installation and service expense. 
They are available in temperature and pressure 
ranges to meet any requirements. Minneapolis- 


Honeywell Regulator Company. 2807 Fourth 


Minnesota. 


Branch or distributing offices in all principal cities. 


MINNEAPOLIS 


HONEYWELL 


Centrol Systems 


Intensive Sales Training and Supervision of 
Dealer Operation Builds Lindburg’s Sales 


ST. LOUIS—Faced with the pros- 
pect of selling in a territory with an 
established saturation point of 54 per 
cent, and backed by a sales policy 
which prohibited trade-in allowances, 
special offers, or spectacular promo- 
tions, the Arthur R. Lindburg Co., 
Westinghouse distributor here, never- 
theless tripled its sales this year. 
“Sales training” is the answer, claim 
company Officials. 

“We reached August with ‘no sur- 
plus on hand,’” says L. C. Klein, 
general sales manager. “How did we 
do it? By sales training.” 

As an illustration of his contention 
Mr. Klein pointed out that a man 
who drove a dump truck a year ago, 
led all salesmen in the organization, 
this year. 

“Our sales volume is a result of 
our method of selecting and supervis- 
ing dealers and salesmen. We or- 
ganized a campaign early in the year 
which enabled us to spread our sales 
effort more evenly, and to avoid the 
rush at the seasonal peak,” Mr. Klein 
explains. 


Advertised Carload Purchase 

In March the campaign opened 
with a double spread newspaper an- 
nouncement of the cash purchase of 
27 carloads of the 7%-cu. ft. Westing- 
house model. Copy in May and June 
referred to this purchase. Dealer 
names were tied up with promotion 
material in several of the advertise- 
ments. 

The peak of the selling season was 


' reached in July with the sale of 500 


units, Mr. Klein states. Sales were 
divided between 12 dealers and two 
retail stores maintained by the Arthur 
R. Lindburg Co. 

In an account of the company’s 
dealer policy Mr. Klein says: 

“We do not merely move our mer- 
chandise into the dealer’s store and 
leave him to his own devices. A 
supervisor and two or three men are 
placed in the store to get things 
running sr:oothly.” 

Instead of advertising special sales 
on floor models, each dealer working 
under this outlet advises the central 
office of the units for sale, and the 
price. These items are incorporated 
into a bulletin issued to each sales- 
man. The entire sales force has the 
opportunity to make the sale, regard- 
less of where the floor models are 
installed. 

All sales are made on a strictly 
commission basis of 10 per cent. 


There is no closed territory. Records 
of all prospects contacted by sales- 
men and dealers are kept in a master 
file at the general office. Regardless 
of where the recorded prospect pur- 
chases the refrigerator unit, the sales- 
man who first contacts the prospect 
is credited with the transaction. 

Each salesman is allowed to have 
50 prospects in the master file at one 
time. No name can be registered 
unless the salesman has actually 
contacted the prospect in his home. 

When a name is turned in without 
the requisite home call, the name is 
given to another salesman. All pros- 
pects registered must be contacted 
every 15 days, or the names become 
outlawed, and are turned over to 
other salesmen. 


Bonus for Monthly Quota 

Each salesman is expected to sell 
one refrigerator a week. There is a 
set monthly quota with a 2 per cent 
bonus for maintaining it. 

Present selling organization of this 
distributorship, excluding a negro 
outlet, consists of 104 men, five of 
whom are supervisors. Each super- 
visor is in charge of 20 to 25 salesmen. 
General meetings for the entire sales 


personnel are held each Monday 
morning. Supervisors hold _ daily 
meetings. 


“Because we ‘know no season,’ our 
salesmen-turnover is very small,” 
states Mr. Klein. “Fully 70 per cent 
of our men have been with the 
organization a year or more. We 
endeavor to keep the entire sales 
force intact throughout the year.” 

This company does not employ men 
who have been with concerns han- 
dling other refrigerators. Six weeks 
are devoted to teaching new men 
selling methods. 

“Tf a man cannot grasp the funda- 
mentals in that time,” Mr. Klein says, 
“the connection is severed. This saves 
the man’s time, and helps keep up 
an active, productive sales organiza- 
tion. No man who leaves our com- 
pany can return. This makes em- 
ployees realize the importance of 
their jobs.” 

This distributorship recently estab- 
lished a negro dealer outlet. A super- 
visor was placed in charge of the 
store and the development of a sales 
force started. Today this retailer has 
35 salesmen in the field who handle 
sales made to the negro population, 
exclusively. 


‘Most Calls, Most Sales’ Contest Doubles 
July Sales of Topeka Dealer 


Kan.—A July “most 
calls, most sales” contest, known as 
the “Firing Line Campaign,” in- 
ercased electric refrigerator sales at 
Jenkin’s here 75 per cent over the 
preceding month, and 100 per cent 
over July, 1934. 

In addition to regular commissicns, 
bonuses of $25 were offered to the 
salesman who made the most sales, 
and to the one who made the most 
calls. 

E. G. Tuttle, sales manager of 
Jenkin’s, condvec‘ed a half-hour sales 
school every morning during the cam- 
paign, dividing the time equally be- 
between c¢xpounding principles and 
experiences. 

To encourage an exchange of selling 
technique, meetings were frequently 
turned over to a salesman, who would 
outline a successful demonstration, 
while his companions stood by with 
questicns, comments, and suggestions. 

Salesmen were required to turn in 
daily “work sheets,” showing the 
number of calls made on both old 
and new prospects. To the salesman’s 
comments, Mr. Tuttle added his own 
suggestions as to how the sale might 
best be closed. 

New prospects were listed with all 
the usual data, plus an analysis, by 
the salesman, of how “hot” they were, 
where the tip came from, what com- 


TOPEKA, 


petitive dealer was trying to sell 
them, and who, in the family, most 
influenced the sale. 

This information was recorded on 
triplicate cards, th? original being 
put into the master file, the duplicate 
in the “postoffice’ on the sales man- 
ager’s desk, and the triplicate going 
to the salesman, for his use in 
follow-up calls. 

When a sale was made to th*se 
prospec‘*s, the transaction was shown 
on the salesman’s daily work sheet, 
and the card turned in to the office, 
there to be recorded in the company’s 
perman-nt sales file. 

To help his six salesmen in their 
work, during this sale as well as at 
all other times, Mr. Tuttle keeps in a 
loose-leaf record all names of pros- 
pects who telephone the store for 
information, together with the name 
of the salesman asked for, as well 
as all names of prospects contacted 
by him personally. This list is gone 
over daily, as a possible source of 
tips or follow-up suggestions. 

During the period of the “Firing 
Line Campaign,’ Mr. Tuttle had pre- 
pared a weekly analysis of the work 
of each salesman by number of calls, 
by volume in dollars, and by unit 
sales. These figures were uscd to 
help salesmen build up both number 
and size of unit sales. 


Open Refrigerator Freezing Ice Cubes in Imperial 
Valley Heat Attracts Many Prospects 


EL CENTRO, Calif—With the 
thermometer reading well over 100° 
F., Imperial Valley Hardware Co., 
Norge dealer in this territory, attract- 
ed much attention and made many 
sales this summer by displaying, in 
front of each of its stores, a refriger- 
ator, with the door removed, which 
froze ice cubes. 

The model used for demonstration 
here, as well as at the company’s 
branch store at Brawley, was of 6 cu. 
ft. size, with an ice cubs capacity 
of 96 cubes at one freezing. Accord- 
ing to Ted Kipf, salesman, the refrig- 
erators functioned in a normal man- 
ner, cutting on and off in the same 
manner as it would in the home. 


Displays at all stores were placed 
directly in front of the entrance, so 
that interested onlookers would come 
into the store to see the rest of the 
Norge models on display. 


Imperial Valley stores have sold 
more than six carloads of refrigera- 
tors since the first of the year, com- 
pany officials report. Leo J. Meyberg 
Co., Los Angeles, is Norge distributor 
in the territory. 


Confectionery Proves Able 
Leonard Dealer 


HUGO, Okla.—Henry’s Confection- 
ery here is noted not only for its 
candies, light lunches, drinks, and 
novelties, but also because it is the 
local dealership for Leonard electric 
refrigerators, with 250 units having 
moved off its floor in three years. 

W. C. Henry, owner, says that news- 
paper advertising and hard work by 
his refrigerator salesman, Otis Henry, 
have enabled his store to maintain 
its excellent sales record. 
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Factory Promotion Material Heips Two 
Dealers Set New Sales Records 


MANSFIELD—Intelligent use of 
factory sales helps and promotional 
matcrial, backed by an abundance of 
hard work, has enabled two Westing- 
house dealers in e@astern states to 
establish praiseworthy records. in 
electric refrigeration sales this sum- 
mer. 

Th> dealers are Boulevard Appli- 
ance Co., Flushing, N. Y., and Port- 
land Electric Shop, Portland, Conn. 

In business as a Westinghouse 
dealer only since Jan. 2 cf this year, 
Boulevard Appliance Co., owned by 
three brothers—Al, Lee, and Mack 
Holden—have absorbed the specialty 
selling technique so well that they 
had broken their 1935 quota before 
the end of July. 

Starting with the three brothers 
last. winter, the company has ex- 
panded its sales force to 30 men, 
and its products to include the whcle 
Westinghouse line, as well as a 
kitchen planning service. Despite the 
fact that salesmen work only on 
commission, there is a long list of 
applicants for sales jobs. 

Aggressive merchandisers, the Hol- 
dens spend most of the time in the 
field with their sales organization. 
They are credit«d with closing ap- 
proximately 50 per cent of the com- 
pany’s business this year. 

During a recent period, the com- 
pany drew crowds averaging from 
500 to 700 persons daily with the 
“Ejecto-Magician” window display, 
and reported several sales as a 
result of this promotion. 


Portland Electric Shop has _ also 
found success in sticking to direct 
selling fundamentals. At the end of 
July, the company had reported just 
10 times its quota of sales for 1935. 


Under the direction of Manager 
Fred W. Wannerstrom, all the com- 
pany’s salesmen are _ thoroughly 
schooled in the principles and prac- 
tices of refrigeration—construction, 
method of operation, special features 
—and this includes competitive makes 
as well as their own. 

A complete knowledge of refrigera- 
tion, Mr. Wannerstrom believes, is 
invaluable as a selling aid. A man 
who can answer questions regarding 
other makes as well as his own is 
able to convine’ the prospect of the 
merits of the line he is selling—his 
own belief is an indicaticn of its 
quality. 

Backing this intensive sales train- 
ing with the use of all factory sales 
helps—window display services, necn 
signs, consumer films, d monstration 
units, construction samples—the or- 
ganization tries at all times to asso- 
ciate itself in the public’s mind with 
electric refrigeration. 

Another of Mr. Wannerstrom’s 
tenets is “refrigeration displayed is 
r>fr:geration sold.” Consequently, the 
company maintains a _  year-around 
display in its showrooms, with differ- 
ent models featured from time to 
time, and changes in arrangement 
and background lending var‘ety. 

An example of the opportunity 
which the organization takes’ to 
associate its°lf with refrigeration in 
the Portland community is the float 
which it entered in the_ recent 
Tercentenary parade here. Displaycd 
on the float were two Westinghouse 
refrigerators and an cld well, set in 
a carpet of green grass, moss, ferns, 
and cedars. These refrigeratcrs and 
the old well depict-d the “then” and 
“now” of refrigeration. 


Salesmen Set Their Own Quetes & Collect 
Bonuses in Proportion to Sales 


HOUSTON, Tex.—Salesmen of the 
S. H. Cohen Electrical Appliance Co. 
here, have been setting their own 
pace, and collecting bsnuses in pro- 
portion to the succ ss of their pre- 
estimated efforts, during the mcnth 
of August. 

The 11 salesmen in this organiza- 
tion chose their own cuctas for the 
month. If the salesman sets his 
quota at a certain minimum numbor 
and made his quota, he received a 
bonus of 50 cents for each refriger- 
ator he sold during the month. If he 
chose a higher quota and made it, 
the bonus amounted to 75 cents a 


machine. Still higher quotas netted 
$1.00 bonuses. 

Awards were made in proportion 
to the quotas selected. When the 
salesman took as his goal the mini- 
mum quota, and then far surpassed 
this mark, he only received the 50- 
cent bonus. This plan applied to all 
range quotas. 

To enliven the campaign further, 
the contest was divided into parts— 
the first half of the mcnth was 
designated the S. H. Cohen contest, 
and the last half, the M. G. Stokum 
period. Mr. Stokum is the sales man- 
ager. 


Displays in Grocery Stores and Bonuses to 
Clerks Help Sales in August 


SEATTLE, Wash.—Placing refrig- 
erators in  the_ stores and_ store 
windows of 16 “Red and White” 
grocery chain stores throughout this 
territory, is helping Grunbaum Bros. 
Furniture Co. here, to convert the 
sluggish-weathered August days into 
rapid-selling intervals. 

Grocery store employees are offered 
a $5 bonus on every lcad resulting in 
a sale. Members of the selling staff 
of the Grunbaum Co. are assigned to 
“cover” the different chain stores, so 
that leads may be followed-up quickly 
with salesman calls. 

To stimulate sales, a pantry full of 
“Red and White” groceries—which 
total 51 packages of food, amounting 
to approximately $7.50 wholesale—are 
o‘fered with each refrigerator sold 
during August. : 

“Grocery salespeople,” Mr. N. Ray- 
mond Mello, merchandise manager of 
the appliance division of the furni- 
ture store, points out, “have an op- 
portunity to contact the women 
actively in the market for refrigera- 
tion, for the housewives freely express 
their desires for this household con- 
venience to persons whom they know 


will not try to ‘sell’ them. 

“Also, as the stores selected for 
this refrigeration promotion are lo- 
cated in the residential and suburb 
districts of Seattle, many shoppers 
are familiar with the quality of daily 
food service at the chain stores. They 
have confidence, therefore, in what 
these salespeople say concerning the 
store behind the refrigerator displays, 
the need for mechanical refrigeration 
in the home, the part it plays in 
keeping gcod food fresh. 

“The fact that many of the sales 
leads are from people who do not 
have accounts at Grunbaum’s, indi- 
cates that our reciprocal promotion 
is salesworthy,” Mr. Mello said. 

While refrigerators are being sold 
through chain-grocery channels, Grun- 
baum employees are offered a 3 per 
cent commission for leads resulting 
in sales. 

This sales promotion activity covers 
one line—Westinghouse— exclusively. 
It is proving highly successful, ac- 
cording to Mr. Mello, since leads 
come in by groups of 5 and 10 each 
day, and in the majority of instances, 
these leads prove to be “live” ones. 


Birmingham Dealers Boost Apartment House Sales 
By ‘Selling’ Tenants on Extra Cost 


BIRMINGHAM, Ala.—Birmingham 
dealers have sold more than 500 
electric refrigcrators to apartment 
houses this year, by using a two-sided 
selling approach—selling the apart- 
ment house owner on the idea of 
buying new refrigerators, and adding 
their current cost to tenants’ rent, 
and then convincing tenants that this 
convenience is worth the added r-nt. 

Formerly, central refrigerating sys- 
tems were largely used, with the 
operating cost being included in the 
rental of the apartment. But with 
maintenance expenses mounting, land- 
lords sought a way to pass this cost 
on to tenants. 

Salesmen convinced them that their 
best methods of doing this -was by 
replacing the central rcfrigerating 
systems with self-contained models, 
which could be plugged into the in- 
dividual apartment’s wiring system 
like any other electrical appliance. 

This accomplished, the salesman’s 
next task was convincing tenants 


that, with rental costs rising, they 
could save money by accepting the 
added expense of an electric refrig- 
erator, rather than a raise in rent. 

Other arguments used to sell ten- 
ants on the idea were that a new 
refrigerator was an investment both 
in convenience and in economy over 
the old central systems, which were, 
for the most part, antedated, and 
that sharing the cost of a refrigerator 
was fair, since they paid the full bills 
for all other electrical appliances 
which they used. 

With the replacement of central 
systems by individual units, however, 
dealers are faced with serious com- 
petition from the utility company, 
which merchandises gas refrigerators. 
The utility is building its apartment 
house campaign around the claim 
that, with gas refrigerators, the land- 
lord would be rid of maintenance as 
well as operating costs, since the 
company services all such appliances 
on its lines, free of charge. 


People Are Willing to 
Pay for Refrigerators, 


Dealer’s Test Shows 


TOPEKA, Kan.—That people who 
are really interested in clectric refrig- 
erators are willing to pay for them 
is the deduction of Karlan’s, Frigid- 
aire dealer here, after conducting an 
experiment at the Kansas Stat* Fair 
to determine whether the auction 
sale or the give-away promotion was 
more productive of sales. 


Six electric refrigerator wre auc 
tioned off and. one electric washing 
machine was given away. Records 
indicated that 70 per cent of the 
bidders purchased refrigerators as a 
result of prospect follow-up by sales- 
men, while sales netted as a result 
of the give-away type of promoticn 
were negligible. 


Bids that won refrigerators aver- 
aged within 20 per cent of the actual 
selling prices. Each bid served as an 
index to the amount a prospect was 
prepared to spend for a refrigerator. 

Even the lowest bids given were 
sufficient to serve as down payments. 
When the salesman pointed this fact 
out to the prospect, he _ usually 
bought. 

Since there wer? six models to bid 
on, preferences were established be- 
fore the prospect work began. Be- 
cause it might cut down the prospect 
list, Karlan’s did not require that 
the high bidder be present when suc- 
cessful bidders were announced. 


“The auction bidder acknowledges 
a desire to own a refrigerator,” says 
L. R. Lady, manager of Karlan’s. 
“This methed draws the real pros- 
pects. The give-away promotion may 
interest them too, but it also attracts 
a heavy percentage of the people who 
are willing to win anything for 
nothing.” 


Telephone Canvass & Owner’s Club Ferrets 
Out Prospects for Davenport, la. Dealer 


DAVENPORT, Iowa — Ccnsistent 
contacting of users, plus an_ intelli- 
gent use of a t-lephone canvass, has 
brought success for the T. W. Harris 
Co., Westinghouse dealer in this city, 
declares T. W. Harris, president. 

“Using the users is a means of 
obtaining prospects which should 
never be over looked—in many cases 
our users are our best salesmen,” 
says Mr. Harris. 


“For the past two years we have 
contacted our users about once a 
month, either by mail, or personal 
call by the man who made tho sale. 

“In practically every instance,” Mr. 
Harris commented, “we were able to 
obtain new _ prospects who became 
new users within 30 days. At the 
present time we have several users 
who have turned in as many as six 
tips which later led to sales.” 

Of the second means, telephone 
canvassing, Mr. Harris says: 

“Outside of the owner’s club, there 
is no other plan that has paid us the 
divid-nds brought in by our telephone 
canvass. An alert telephone girl can 
easily tell whether or not the pros- 
pect is interested. If she is, a sales- 
man is put on the trail right after 
the prospect is called.” 


This company us s_ outdoor biil- 
board advertising, n=t only to adver- 
tise the prceduct, but to identify the 
prod:.ct locally. This billbeard activity 
is supplemented or tied-in with news- 
paper advertising. 

Backing up these sales promotional 
and advertising methods, is a closely 
knit selling organization working as 
an individual. At daily morning 
meetings, held at 8 o’clock, each sales- 
man fills out his work sheet for the 
past 24 hours and makes out an addi- 
tional work sheet for the day. Then 
Mr. Harris discusses sales problems. 

Adequate stock, plus a representa- 
tive linx of models are kept on the 
show room floor. All available infor- 
mation and sales.promotion material 
sent out by the factory is used to 
help keep this stock moving. 

The Westinghouse demonstration 
kit is the “Bible” of the salesman for 
floor selling. “This is undoubtedly on*® 
of the most important factors in 
making a ‘close,’ since our customers 
can see each individual part that goes 
into the refrigerator, as well as the 
unit itself, under glass,” says Mr. 
Harris. “Demonstrations dramatized 
are an effective means of getting the 
story of the product across to the 
prospect,” he adds. 


Salesman Takes Payments 


In Commodity Needed 
To Make More Sales 


WHEELER, Tex.—Trade deals don’t 
hold much appeal to many salesmen, 
but where the article which the pros- 
pect has to trade involves a day-to- 
day expense of the salesman or 
dealer, it is just a matter of simple 


mathematics, figures Roe H. Green, 


refrigerator salesman in district 2 of 
the Panhandle Power & Light Co. 


Mr. Green recently encountered a 
gasoline filling station operator who 
was looking for more business, and 
who was also in the market for a 
refrigerator. 

Now the filling station cperator has 
his refrig rator, with Mr. Green tak- 
ing the value of the sale out in gas 
and oil, making the payments to the 
utility company himself—and being 
ahead the amount of his commission. 


superior “breed”. 


* workmanship. 


LIKE these valiant, dependable Eskimo huskies . . . Brunner refrigeration units can be relied 
upon to give honest, 24-hour-a-day service without whining or complaining. Yes Sir, they’re a 


Send for our new catalog . . . Familiarize 
yourself with Brunner advantages. Take 
time to compare Brunner efficiency, quiet- 
ness, economy with ANY other make 
before you buy. We invite this test . . . The 
1935 Brunner line includes 8 models of 
compressors, 41 models of highsides, from 
1/6 H. P. to 15 H. P. Brunner Mfg. Co., 
Utica, N. Y., U.S.A. 


And no wonder! Backed by a 29 year tra- 
dition of quality, Brunner Compressors 
and Highsides are built to wear. Every- 
thing about them bespeaks smooth, trouble- 
free performance — their advanced design, 
their top-quality materials, their precision 


i Viper tie? 
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Brunner Display Case Model—Sturdy— Quiet— 
Economical. Two cylinders. Air or water cooled. 


One-quarter and one-third H. P. 


CUUNET 


A NAME BUILT BY 29 YEARS OF SERVICE 
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Every part, from the smallest to 
the largest, that goesinto a 
land unit, is designed and built 
to stand up and take it! 
unit that comes off the Copeland 
production line must pass many inspections 
and many critical operating tests. In this 
way Copeland assures satisfactory performance after installation. 
The remarkable performance and long life built into every 
Copeland unit is the direct result of the experience of 18 
years devoted exclusively to the development and produc- 
tion of superior electric refrigeration. Copeland commercial 
distributors make money on every installation. A few territo- 
ries available. Write. 
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SPECIALTY SELLING 


4 Types of Promotion Used in 
Drive; Utility and Dealers 
Sell 4,656 Refrigerators 


CHATTANOOGA, Tenn. — Employ- 
ing four special types of promotional 
methods, the Tennessee’ Electric 
Power Co. and associated dealers, in 
a concentrated sales drive which 
began June 10 and lasted till Aug. 3, 
sold 4,656 refrigerators, 1,585 electric 
ranges, and 671 electric water heaters. 

Main phases of the campaign were 
a “Going Places Campaign”; employ- 
ment of dealer contact men; linking 
dealers names with major appliance 
promotional advertising; and enlisting 
2,000 employees in getting prospects. 

Dealers sold 65.6 per cent of the 
refrigerator volume, 22.3 per cent of 
the range total, and 14.3 per cent of 
the water heater sales. 

The “Going Places Campaign” had 
as its central idea to “go places with 
sales, to have a campaign set up that 
goes places, and to offer a set of 
prizes for the leaders who would “go 
places when the campaign closed,” 
in the words of Advertising Manager 
R. W. Youngstcadt. 

Built around a mythical flight 
through the solar system, this eight 
weeks campaign had trips starting 
from the earth and visiting the Moon, 
Mercury, Jupiter, Neptune, Mars, Sat- 
urn, and Venus. 

To establish visible records of the 
progress of the sales contest, each 
of the company’s eight sales divisions 
was supplied with a space ship of 
futuristic design. Division officials 
were appointed as officers to steer the 
ships through space, and all employees 
were made sky riders who were pro- 
moted as their prospects purchased 
during the course of the flight. 

Eight ships rocketed into space 
with the Moon as their destination, 
on June 10. To reach the Moon, 12% 
per cent of the quota was required. 
For ships to reach each of the 
succeeding planets, an additional 12% 
per cent was necessary. 

To stimulate interest in the cam- 
paign, employees were promoted as 


their revenue credits reached certain 
totals, and they were also presented 
with pins bearing their rank. There 
were navigators, meterologists, radio 


operators, airographers, and aero 
masters. 
Final sales figures for the cam- 


paign show that at least 1,766 Ten- 
nessee Electric Power employees con- 
vinced prospects that they should 
purchase electric appliances. 

Results of the campaign reported 
in weekly relays, appeared in The 
Tepescope, a newspaper born to re- 
flect the soaring progress of contest- 
ing dealers and salesmen. This two- 
paged sheet contained inspirational 
editorial material, sales statistics, pic- 
tures of sports, and lists of all em- 
ployees whose prospects purchased. 

Two dealer-contact men employed 
by the power company did much 


throughout Nashville and Chatta- 
nooga to build up cooperation for the 
campaign, says Mr. Youngsteadt. 


Merchandise managers in the com- 
pany’s representative stores in smaller 
towns, also acted in this capacity. 
This enterprise was under the direct 
supervision of W. C. Campbell, whose 
office is in the company’s headquar- 
ters building in Chattanooga. 

Work of contact men was to pro- 
vide dealers with sales helps, adver- 
tising ideas, to help work up sales 
campaigns, and to aid the dealers in 
solving organizational problems. 

In addition to featuring dealer 
names in the major appliance adver- 
tisements, special full page adver- 
tisements were run in the Sunday 
editions of Chattanooga and Nash- 
ville papers. Attention was focused on 
dealers carrying the line. 

Getting the sales-help of all com- 
pany employees, the last of the four 
sales promotional methods employed 
by this company, has also served as 
a productive measure. Commissions 
were paid to employees contributing 
prospects who later purchased. 


One to Five Sales Closed Daily by Motor 
Coach Working in Ohio & Kentucky 


CINCINNATI—Use of a traveling 
Crosley sales room in the form of a 
motor coach brings in from one to 
five sales a day, claims Matt Williams, 
salesman for the Crosley Distributing 
Corp. here. 

“Recently May-Stern of Cincinnati 
toured the Crosley Aerocar coach to 
Hoover, Ohio, a town of but 90 homes, 
80 per cent of which are wired,” 
reports Mr. Williams. 

“Joseph B. Specter, May-Stern sales- 
man, closed three sales that day—two 
during the day, and one in the eve- 
ning. Two more sales made the next 
day brought the number of Crosleys 


in the town to 19 out of a total of 
27 electric refrigerators.” 

Mr. Specter sold another Shelvador 
when a truckman selling vegetables 
overheard his conversation at one of 
the homes already equipped with 
electric refrigeration. The truckman 
asked Mr. Specter to stop at his home 
and show his wife the line. Salesman 
Specter did, and made a sale. 

When Evan Williams of the Gas & 
Electric Shop of Newport, Ky., had 
the coach in that city, a man stopped 
him on the street and asked Williams 
to drive to his house and tell his 
sales story. This resulted in a sale. 
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Standard Methods of 
Selling Win Prize 
For Ted I Eckert 


NEW ORLEANS—No tricks. or 
selling stunts, but hard work, and 
strict attention to the standard rules 
for good salesmanship, brought Ted 
Eckert of the D. H. Holmes Co., Ltd., 
the $100 prize offered by the Electric 
Refrigeration Association of this city 
to the retail salesman who sold the 
largest amount of refrigerator cubic 
footage during the months of May, 
June, and July. 

In outlining his sales strategy, Mr. 
Eckert states that he follows old 
standard methods such as planning 
the day’s work the night before, using 
the users, making two “extra” calls 
each day, and keeping in close per- 
sonal contact with prospects, to boost 
his sales volume. 

Mr. Eckert believes that by plan- 
ning his day’s work in advance he 
can get the most benefit from his 
time, since he can leave the salesroom 
earlier in the morning, and is saved 
unnecessary back-tracking during the 
day. 

Sales Related to Calls 


The number of sales made are in 
direct relation to the number of calls, 
is the foundation of Mr. Eckert’s 
practice of calling on “two more 
prospects” per day. In his use-the- 
user program, Mr. Eckert not only 
endeavors to get the names of new 
prospects, but also trys to sell the 
old user a new appliance. This 
eliminates time spent in looking up 
“new” prospects. 

Salesman Eckert trades in on the 
confidence in himself, and in his 
product, already established in the 
mind of a “user.” 

“It takes less time to re-sell an old 
customer than to sell a new one,” 
says Mr. Eckert. “This means more 
calls each day and year, and propor- 
tionately more sales.” 


Follows Up with Letters 


Following up all contacts with fre- 
quent, personal-sounding, informal 
and informative, letters, is Mr. Eck- 
ert’s prescription for keeping in touch 
with prospects. 

In a letter which he mailed re- 
cently, the prospect’s interest was 
invoked by an account of the Norge 
model which the company installed 
in the lobby of the Orpheum theater, 
here. 

Meters on the machine showed 
that the door was opened 1,449 times 
in the 10 days the unit was installed. 
Another meter showed that the oper- 
ation cost for this period was 54 6/10 
cents, or $1,64 per month. 

Tying up with the service aspect 
of his sales story was a paragraph 
stating that during the Electrical 
Show a Norge refrigerator made ice 
with the doors wide open, while the 
temperature in the building was 
94° F. 

A tersely worded description of the 
mechanical features of the machine 
which made this feat possible, fol- 
lowed by a word-sketch of the sales 
presentation story, with stress upon 
the economy angle, completed this 
letter that contained both an invita- 
tion and information. 


14 Prospects Secured in 
One Night by Lighted 
Sidewalk Display 


JOHNSTOWN, Pa.—cC. L. Reese, 
manager of the electrical department 
of the Swank Hardware Co. here, had 
a “bright” idea—and as a_ result 
caught 14 prospects the first evening 
he tried it out. 

He placed a Crosley electric refrig- 
erator just outside the main entrance 
of the store and illuminated it with 
a neon sign and two flood lights. 
Two salesmen were stationed at the 
display each evening until 10 o’clock. 
A surprising percentage of people 
passing by stopped to look at the 
refrigerator and ask questions about 
it, salesmen on duty reported. 

The hardware company believes 
that a number of sales will result 
from the prospects obtained in this 
manner. 


Oklahoma Appliance Co. 
Broadcasts Ball Game 


OKLAHOMA CITY—The Oklahoma 
Appliance Co., Westinghouse dealer 
here, has sponsored a _ play-by-play 


“ broadcast of a ball game between the 


Oklahoma Indians and opponents as 
a sales promotion stunt. Between 
innings, Westinghouse refrigerators 
were advertised. 


Echenwode to Sell Crosley 
_ Products in Columbus 


COLUMBUS, Ohio — Echenwode 
Furniture Co. here, has been ap- 
pointed a dealer for both Crosley 
electric refrigerators and _ Crosley 
radios, R. C. Bohannan, president, 


R. C. Bohannan, Inc., Crosley dis- 
tributor here, reports. 


Sales Contests & How to Run Them 


NO. 4— OFFERING ‘VACATION MILEAGE’ FOR EACH DOLLAR OF 
SALES SPURS ACTIVITY IN SUMMERTIME 


By John Kumler 


This idea is not only a good sales 
contest theme, but appeals to cus- 
tomers and prospective purchasers. 

It is simple: Merely offer your sales 
force vacation mileage for their sales 
over a specified period—at the rate 
of one mile for every dollar of sale. 
You can (and no doubt will) confine 
this to radio, refrigeration, or major 
appliance sales. 

If they go by railroad, it is 2 cents 
in the west (west of Chicago) and 
3.6 cents east of Chicago. If by car— 


allow 3 cents a mile. If by boat—it 
is easy to reckon if you know the 
destination, milage, and fare. 

W. F. Gray, formerly of Equitable 
Bond & Mortgage tells us of a dozen 
merchants who advertised and used 
this plan successfully in merchandis- 
ing and selling to the public. 

It has the lure to get “that order 
today” or sell more merchandise or 
the better merchandise to a customer. 
Naturally the summer and early fall 
months are best for this contest. 


137% Quota Achieved 
In Westinghouse 


Sales Drive 


MANSFIELD — With a national 
average of 137 per cent of quota 
attained, with 67 distributors getting 
records of better than 100 per cent 
of quota, and with 11 distributors 
making 200 or more per cent of quota, 
the refrigeration department of the 
Westinghouse Electric & Mfg. Co. 
recently closed its “Call to Colors” 
refrigeration sales contest. 

Three distributors, H. E. Saviers & 
Son of Reno, Nev., the Westinghouse 
Electric Supply Co. of Salt Lake City, 
Utah, and the Electric Supply Dis- 
tributing Co. of San Diego, Calif., 
attained sales records of more than 
300 per cent of the pre-determined 
quota, the H. E. Saviers & Son Co. 
reaching a grand total of 378 per cent. 

Taken by districts, the Pacific Coast 
won the highest sales record with 
an average of 201.1 per cent of pre- 
established quota, with the Eastern 
district trailing with 166.6 per cent of 
quota. 


Straus-Bodenheimer Men 
Count Sales as ‘Hits’ 
In Baseball Contest 


HOUSTON, Tex—A “Play Ball” 
contest in which “hits” and “runs” 
bring the salesman merchandise 


prizes, forms the nucleus of a sum- 
mer dealer sales activity conducted 
by the Straus-Bodenheimer Co., Kel- 
vinator distributor here. 

Each retail sale made by any of 
the dealer’s salesmen counts as so 
many hits—various models in the 
Kelvinator line have different hit 
values. Hits accumulate into runs, 
and the salesman with the greatest 
number of runs at the end of each 
week, receives a prize. 


At the end of each six-week period, 
grand prizes are awarded. The com- 
pany’s territory is divided into three 
districts. Three salesmen with the 
most runs in each group receive 
prizes at the end of each six-week 
contest. First prize in these contests 
is a cash award, while the remaining 
two are merchandise prizes. 


Stewart-Warner Lists 
‘Poker Game’ Winners 


CHICAGO—Fifty-one Stewart-War- 
ner refrigeration dealers and _ sales- 
men—17 in each of three zones— 
qualified for cash prizes in the 
“National Poker Game” contest, sum- 
mer sales campaign conducted by the 
company. 

George P. Wolfe of the Lewis-Carter 
Furniture Co., Danville, Va., held the 
“high hand” in the eastern zone. 
Morris Friedburg of Bressner Radio, 
Inc., Brooklyn, was second, and Louis 
A. Tiffany of European Phonograph 
Co., New York City, third. 

In the central zone, E. B. Sparks 
of Automobile Sales Co., Memphis, 
held a “double entry,” submitting the 
highest and the third best hands. 
Second best hand was held by E. F. 
Murphy, Crowley-Miler Co., Detroit. 

Western zone jackpot awards went 


to Ralph Noble of the American 
Furniture Co., Denver; Louis C. 
Schroeder, Sacramento, Calif.; and 


Louis R. Shipley of Metro Radio & 
Electric Co., Los Angeles, who finish- 
ed in the order named. 

During the contest, two playing 
cards were issued to each entrant for 
his first two refrigerator sales, and 
one card for each succeeding sale. 
In addition to the cash awards, each 
holder of five cards received a mer- 
chandise prize of his own selection. 


Leonard Dealer Takes 
Units to Front Door 


FORESTVILLE, Ohio—Taking a 
demonstration model right to the 
prospect’s front door is helping C. B. 
Ayres, local Leonard dealer. In the 
first six months of the year, he sold 
32 units in a town of only 800 people. 

Mr. Ayres built his own trailer in 
which he can take any Leonard 
model, hauled by his small automo- 
bile, to the prospect. He also can 
make immediate delivery of any unit. 

A small highway office, located on 
the Ohio Pike, is the only display 
room that Mr. Ayres has, but there 
the Leonards are seen by thousands 
who drive past each day. Mr. Ayres 
also makes a specialty of going out 
into the rural sections and demon- 
strating electric refrigerators to 
farmer’s wives. 
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Sales Idea of the Week 


By V. E. Vining, Director of Department Store Sales. 
Westinghouse Electric & Mfg. Co. 


A few years ago Dr. Harrison J. Weaver came fresh from 
Osteopathic school and opened his office in Columbus. We 


called him “Buck.” 


It was only a little while until most of his old friends were 


in trouble. 


Every time “Buck” could entice one of us into his 


office he very enthusiastically forced us to his work bench and 
proceeded to demonstrate on our spine just how he would treat 
us “if and when” we were unfortunate enough to become 


afflicted with “what and why.” 


My ribs and backbone ache yet as I remember the treatments 
he gave me for pneumonia, arthritis, chilblain, frozen feet or 


“what-would-you.” 


One day as I went in his office I saw him lay down a 
treatise on obstetrics and I left—right then—and didn’t venture 


back for days. 


“Buck” was a real salesman. 


First— 


He sold himself on his profession and then started out to 
sell all his friends, acquaintances, and everybody he could get 
his hands on—if it took two ribs and a vertebra to convince ’em. 


Fortunately he soon got a football team to work on and 
this absorbed his excess enthusiasm during the period he was 
building a very lucrative practice. 


“Buck” is now trainer for the St. Louis “Cardinals” and 
if you could see those big gentle hands of his rub vitality in and 
charlie-horses out of the members of that team—and hear his 
big booming voice cheerfully putting confidence into the heart 
of every man he works on, you would know that he is still 


one of the world’s best salesmen. 


Factory Offer Liberalizing Trade-Ins Plus Promotion 
In Neighborhood Papers Brings Record for Buehn 


PHILADELPHIA—tThrough an ag- 
ressive summer sales drive, unusual 
in that it did not require the sacrifice 
of profit by either dealers or itself, 
the Louis Buehn Co., Atwater Kent 
refrigerator distributor here, pushed 
its July sales total above any previous 
month in its history. 

The campaign was based on the 
manufacturer’s offer of a_ special 
allowance on each new refrigerator, 
to be used to liberalize trade-in prices 
on ice boxes or used electric refrig- 
erators. 

At the outset, the Buehn Co. 
selected 15 representative dealers 
throughout the Philadelphia territory 
as partners in the drive, cooperating 
with them in two neighborhood 


newspaper advertisements weekly, 
and granting a special commission to 
salesmen. So successful were these 
initial efforts that within two weeks 
every dealer in the Buehn organiza- 
tion was taking part in the campaign. 

As the drive progressed, the dis- 
tributor used large advertising space 
in the metropolitan Philadelphia 
newspapers, listing the names of 
cooperating dealers. 

Louis E. Buehn, vice president of 
the Buehn Co., attributes the success 
of the campaign less to its novelty 
than to what he calls the “hammer 
and tongs’ methods which the dis- 
tributor used in seeing that dealers 
followed through in every step of the 
drive. 


SAF 
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Elemental safety of refrigeration units is im- 
perative—it is the cardinal principle upon 
which rests public acceptance of automatic 
refrigeration. 


Important contributors to safety are Common- 
wealth Seepage-Proof Brass Fittings; used by 
the industry since its birth. 


These fittings are made to most exacting re- 
quirements. 


1. They are seepage-proof 
2. They are accurately machined 
3. Every tube seat is protected 


4. Every thread is machined to S. A. E. 
No. 2 standard 


BUILT RIGHT—TO STAY TIGHT 
@ Stocks of Standard and Semi-standard fit- 


tings constantly maintained, insure utmost 
celerity of shipments; one piece or a million. 


COMMONWEALTH BRASS CORP. 


Commonwealth at G. T. R. R. 
Detroit, Mich. 
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Customers Can Hardly Miss This 


Woodrum Home Outfitting Co. 


in Charleston, 

modernistic floor display featuring Leonard refrigerators, and placed 

it directly in line with the front door where it quickly and easily 
attracts the interest and attention of all floor traffic. 


W. Va., built this 


150 Refrigerators Sold in 6 Months by 
Neighborhood Hardware Store; 
Users Furnish Best Prospects 


CLEVELAND—tThat supplying the 
local housewives with pots and pans, 
nails and tools, and similar hardware, 
need not be the sole work of a 
“neighborhood” hardware _ store, is 
demonstrated by the Handel Hard- 
ware store here, whose records show 
150 electric refrigerator sales during 
the last six months. 


This typical American hardware 
establishment located in the east side 
of Cleveland, in the midst of a 
veritable league-of-nations citizenery, 
was founded 26 years ago by Christ 
Mandel, and is now owned and oper- 
ated by his son, Christ Mandel, Jr. 


When sales volume in the regular 
hardware lines began to shrink mate- 
rially, five years ago, Mr. Mandel put 
in electric refrigerators to boost his 
profits. A different line was carried 
each year for three consecutive years. 
In 1934 Frigidaire and another make 
were sold. Sixty units were sold dur- 
ing this year. 


In the fall of 1934 Mr. Mandel 
decided to concentrate selling atten- 
tion exclusively on Frigidaire refrig- 
erators, Philco radios, and Maytag 
washers. The sales thermometer rose 
rapidly, until within six months, 150 
electric refrigerators were sold. 

Seven men work on appliance sell- 
ing under the supervision of Jerry 
Bohine. These salesmen do cold can- 
vassing, make night calls, and visit 
the neighborhood socials and church 


affairs. Wherever people gather, Mr. 
Bohine has representation. 

“Where people of foreign birth or 
descent were backward in adopting 
mechanical’ refrigeration, washing 
machines, or the other appliances 
that improve the operation of their 
homes, they are now becoming en- 
thusiastic about adding these labor- 
saving machines,” Mr. Mandel said. 


“We find that installation of a 
Frigidaire or a washer in a block 
invariably leads to further’ sales 
within a very short time. 


“Local ,residents are becoming 
educated to the necessity for proper 
food proteetion, and I expect in- 
creased sales volume when industrial 
employment reaches a more stabilized 
state. We attained our volume in 
refrigerator sales by constant plug- 
ging for business: Our salesmen 
follow the standard system of can- 
vassing under the supervision of Mr. 
Bohinc, and the system has paid 


excellent dividends.” 
Kitchen 


Electric Invisible 


Co. Moves to'New Office 


CHICAGO—The Electric Invisible 
Kitchen Co. has moved its offices to 
the 22nd floor of the LaSalle-Wacker 
building. The regular line of Electric 
Invisible Kitchens and the new Elec- 
tric Invisible Bar-ette are on display. 


Small Current Users 
Purchase 949 Units 
In Utitity ‘Campaign 


RALEIGH, N. C.—The 8-week 
“Magic Chest Campaign,” conducted 
by the Carolina Power & Light Co., 
Kelvinator dealer here, to secure 
greater electric current usage among 
customers in the lower’ income 
brackets, resulted in the sale of 1,093 
chest-type refrigerators. 

Of the 1,093 units sold, 949 were 
purchased by customers of the utility 
who were using 25 kwh. or less 
electricity per month. These sales 
opened the way to the sale of 327,900 
kwh. additional current per year. 


Low Terms on Chest Model 


The chest-type refrigerator was 
selected for this activity because it 
had load-building value and yet would 
not interfere with purchasers who 
might buy a larger model. Terms 
were low enough that the cost of ice 
covered the monthly payments. Trial 
installations were part of the cam- 
paign program. 

Approximately $2,500 in bonus 
money was awarded to employees 
and salesmen of the company at the 
end of the campaign for actual sales 
and for prospect tips resulting in 
sales. p 

An additional $500 in prize money 
was given to employees in proportion 
to their sales efforts. 


Bishopville District First 


The Bishopville, S. C.,_ district, 
headed by O. H. Broadway, won first 
place with a total of 70 refrigerators, 
or 1,167 per cent of quota. Second 
place went to the Cheraw, S. C., dis- 
trict, under R. F. McGee, with 617 


“per cent. Troy, N. C., district, headed 


by H. G. Lee, took third place with 
550 per cent, and fourth place went 
to Zebulon, N. C., district, under G. 
T. McElderry with 500 per cent. All 
but one of the 28 districts went over 
quota. 

Managers’ prizes went to the fol- 
lowing: O. H. Broadway, R. F. Mc- 
Gee, H. G. Lee, G. T. McElderry, and 
J. L. Alston, Raleigh, N. C. Salesmen’s 
prizes were won by S. W. G. Shipp, 
Bishopville, and P. B. Huntley, 
Cheraw. Other employees’ prizes 
were awarded to E. F. House, 
Bishopville; T. J. Farr, Zebulon; J. 
D. McLean, Cheraw; N. T. Parker, 
Troy; and H. B. Lewis, Troy, N. C. 

Mr. Shipp, who made the greatest 
percentage of individual quotas, was 
presented with an ebony and silver 
wand and named the “Houdini of the 
Carolinas.” 


Tie-Up with 4-H Clubs 
Aids Stratton-Terstegge 
To Sell Kerosene Units 


LOUISVILLE, Ky.—A factory pro- 
motion hookup with the 4-H clubs 
throughout the states, whereby Elec- 
trolux kerosene-operated refrigerators 
are offered to the clubs for demon- 
strations and use in all their affairs, 
has been an outstanding factor in 
the promotion of these refrigerators 
in rural districts, declares Charles F. 
Atkinson of Stratton & Terstegge Co., 
Electrolux distributor in this terri- 
tory. 

The 4-H clubs are composed of farm 
boys and girls, and the factory tie-up 
has cleared the way into farm homes 
for Stratton & Terstegge specialty 
salesmen, says Mr. Atkinson. 


A Complete Line — s9 Units 


Fair Policy— 81 Years’ Successful Merchandising 
Quality Workmanship—4: Years’ Building Compressors 


Financial Stability—AaAx Highest Capital & Credit Rating 


ESTABLISHED 1854 


Proven Design —13 Years’ Building Refrigeration Units 


Only by Building Permanently on This Complete Combination Can You Secure 
Sure Profits in This Fast Growing Industry— 
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€—Air View of Curtis 20 Acre Plant 


Curtis is a well integrated institution, 
having its own gray iron foundry, brass 
foundry, machine shop, pattern shop, 
tool room, electric welding department, 
structural shop and power plant. 


CURTIS REFRIGERATING MACHINE CO. 


Division of Curtis Manufacturing Co. 


1912 KIENLEN AVENUE e ST.LOUIS, MISSOURI 
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THE 
CONDITIONING DIRECTORY is 
recognized industry register of all trade- 
marked refrigeration and air conditioning 


ELECTRIC REFRIGERATION NEWS, AUGUST 28, 1935 


If you want to get the facts about the 
Refrigeration and Air Conditioning 
industries, their sales records, markets 
and methods — Get these two books 


The Directory 


ie 


seironge! : 


es 


Volume 1—380 pages—price $3.00 


REFRIGERATION AND AIR all sources of supply; (4) Geographic 
the directory giving name, address, telephone 
number, executive personnel, and _ prod- 
ucts of manufacturers; (5) Service sec- 


products. Five complete — sections—(1) tion listing jobbers of replacement parts 
Alphabetic list of manufacturers; (2) and supplies, independent service com- 
Index of trade names; (3) Classified list panies, manufacturers’ agents, etc. 380 
of equipment, parts, and materials, with pages. Price $3.00 per copy. 


THE 
CONDITIONING MARKET DATA BOOK 
contains a wealth of essential information 
arranged for convenient 


Data Book 


The Market 


CREF RIGERATION | 
LIBRARY) 0s 


: cz es : VOLUME > 


“BUSINESS NEWS PUBLISHING co. 
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Volume 2—304 pages—price $3.00 


REFRIGERATION AND AIR residential conditions in 64 cities, a_study 
of refrigeration ownership in 22 cities, 
public utility reports of all installations 


use by sales of air conditioning equipment in 30 large 


executives, including an outline history cities, refrigerator and radio excise taxes, 
of industry development, an analysis of electrical energy used by domestic cus- 
potential markets, sales statistics illus- tomers, etc. 304 pages. Price $3.00 per 


trated by charts, a government survey of 


copy. 


Price per set of two volumes, $5.00 
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Business News Publishing C 
5 Sich 


229 Cass Ave., 
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Detroit, 
Send me the 1935 Refrigeration and Air Conditioning Directory. Enclosed is $3.00. 


Send me the pees Refrigeration i 
cone i Ss.d4 gera and Air Conditioning Market Data Book. 


Enclosed is $5.00, combination rate for both the above books. 


Enclosed is $6.50, combination rate for both the above books and a one-year 
subscription to Electric Refrigeration News. 


(The above rates non” only in the United States and Possessions and Pan- 
American Postal Union countries. For other countries see page 15.) 
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BOOKS FOR SALESMEN 


‘Steps to the Order’ 


Traces a Course for 


Salesmen from Maintaining a Proper State 


Of Mind to Clinching the Sale 


N pre-depression days, salesmen 

could be divided into two general 
classes: good, and indiffer-nt. Very 
few seemed especially bad. 


There was plenty of business, and 
it was easy to get. Any fellow who 
had a likeable streak in him, who 
had a good fund of small! talk, and 
enough nerve to ask for an crder 
could get his share without working 
especially hard. Selling was some- 
thing of a_ social achievement—a 
salesman got his quota of orders 
simply by exposing himself to them, 
and by being a jolly good fellow. 

Then came the depression, and 
what orders there were availab!e were 
mighty hard to get. The smokirg-car 
story lost its value as a snare for 
sales. Most of the “Jolly Charley” 
boys were forced out of th» picture. 
And in their place arose tcday’s ace: 
the creative salesman. 

He is as different from his pre- 
decessor as day from night. The 
average salesman. sold household 
equipment; the creative salesman 
sells relief from drudgery. The aver- 
age salesman sold bare things; the 
creative salesman sells ideas about 
things—ideas that make for health, 
wealth, and happiness. 


Takes Best Parts of Manuals 


Instead of being a hit-or-miss pro- 
position, selling has become a scienti- 
fic study of man’s wants and how to 
meet them. American business has 
spent millions of dollars—for sales 
training courses, sales manuals, and 
sales literature of all sorts—to make 


salesmen’s efforts more _ productive 
and more profitable. 
“Steps to the Order’* ccndenses 


into a hundred instruc‘ive and enter- 
taining pages the most practical and 
constructive ideas to be found in 
these manuals. 

Primarily intended to help the man 
who is preparing to sell, it will prove 
equally valuable to the veteran sales- 
man. It should be part of every sales- 
man’s library, believe editors of the 
NEws. 

As its title implies, the book is 
concerned principally with the definite 
problem of getting the order. The 
theory of salesmanship, necessarily, 
can be touched on only lightly in a 
volume of this size. 

Sales methcds recommended are 
bas-d on sales training courses and 
manuals of many manufacturers, 
among them General Electric Co., 
Edison General Electric Appliance 
Co., Chrysler Corp., National Cash 
Register Co., Williams Oil-O-Matic 
Heating Corp., and Westinghouse 
Electric & Mfg. Co. 

Many salesmen still bemoan the 
“fact” that “solling isn’t what it used 
to be.” They point to the big fortunes 
made in the past, and say that these 
days are gone forever. 

Opportunity isn’t sitting on a 
corner, waiting to reach out and grab 
It never was, Mr. Aspley con- 


you. 
tends. But the opportunities today 
ar> unlimited for the few who use 


their imagination, uncover new possi- 
bilities, and discover new means of 
attaining what they desire. 


Confidence 


The biggest element in a salesman’s 
success is his confidence in the future. 
A good salesman is always an ambas- 
sador of gcod cheer—but he shouldn’t 
carry this to extremes. Optimism, if 
insincere, is more of a liability than 
an asset. A good salesman is a 
realist, rather than a_ professional 
optimist. Looking on the bright side 
of the picture, he will at all times be 
honest—honest in what he thinks, 
and honest in what he says. 

This same thing applies to clothes. 
Dressing well and neatly is stressed 
in all sales manuals. But there is 
such a thing as “over-dressing.” A 
good rule to follow is to dress 
modestly and in good taste, so that 
nothing you wear will detract atten- 
tion from what you are_ saying. 

The keystone to selling success is 
character, and the foundation of this 
is honesty of purpose. A salesman 
with a straightforward manner of 
thinking and talking is on the road 
that leads to success. 

“Green” salesmen have one big 
advantage over ‘cld-timers” — they 
don’t know too much about what 
can’t be done. And, not knowing, 
they sail in and sell where the 
veterans fear to tread. 

One of the main reasons for failure 
among young salesmen is that they 
approach every sale with a fear of 
some kind in their mind. They fear 
they won’t make a good impression, 
they fear the prospect won’t be nice 
to them, they fear they won’t make 
a sale. 

The road to selling success is 
closed, as long as the salesman has 
a fear of any sort in his mind. No 
matter how inexperienced, the sales- 
man knows more about what he’s 


Aspley. Publisher: 
128. Price: $1. 


in Future 


Dartnell Corp. Pages: 
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selling than the prospect does. Knowl- 
edge breeds courage, and courage 
demands respect, says Mr. Aspley. 
Confidence and courage are two more 
essentials to successful salesmanship. 


Second step in the building of the 
sale, says the author, is laying a 
sound foundation. Next to knowing 
all there is to know about what you 
are. selling, the most important thing 
is to know all the reasons why your 
prospect needs to buy it. Every 
company’s sales manual iays great 
stress on the importance of digging 
deep for facts upon which to base 
your presentation. 

Nationa! Cash’ Register’s sales 
manual advises its men to learn all 
they can about a prospect before 
trying to sell him anything. Learn 
about his business, his partners, his 
family—learn everything you can. 
Chrysler Corp. urges its salesmen to 
find out the following things about 
prospective buyers: 

What does he do, and how much 
does he make? Is he married or 
single? Has he any children or 
dependents? Does he rent or own his 
home; what sort of home is it? To 
what clubs and lodges does he be- 
long? What are his personal interests 
and hobbies? 


Knowledge Is Important 


Knowledge is an important key to 
selling success: knowledge, first, of 
what you are solling; and second, of 
the people you are selling to. The 
real knack of selling is the ability to 
fit these two kinds of knowledge 
together. 

Friendship, while an important 
factor in selling, is not so important 
as it once was. Where a salesman 
used to have the whole field to him- 
self, today he has to fight four com- 
petitors for the order. Other things 
being equal, the salesman who geis 
the business is the one who knows 
the most about the buyer’s business, 
and the reasons he should buy what 
is being sold to him. 

The third step in making a sale is 
to “sell” yourself before attempting 
to sell your “proposition.” Books 
have been written about this subject 
alone—but Mr. Aspley notes. that 
some of the best salesmen knew 
nothing whatever about them. For 


convenience, he has condensed the 
“sell yourself” idea into a few simple 
platitudes: 


You must be a gentleman. 

You must have a healthy mind, in 
a healthy body. 

You must be able to interest your- 
self in others. 

You must display more than a 
superficial knowledge of the buyer’s 
needs, be able to speak his language, 
and know enough about his business 
that you can convince him you know 
what you're talking about. 

You must be sincere. 

This last, says Mr. Aspley, is the 
most important of the lot; for, with- 
out it, all the others amount to 
nothing. “Treat your prospect as you 
would like to be treated if you were 
in his plac>, and you will shcw 
absolute sincerity at all times,” he 
advises. “There is nothing that has 
more to do with being liked than 
being ‘on the square.’” 


Actual Sales 


Now to the actual sales presen‘a- 
tion. The time-honored formula in- 
cludes: 

Getting Attention. 

Arousing and holding Intercst. 

Creating Desire. 

Securing Action. 

Mr. Aspley believes that this theory 
has been overworked. It tends to 
give the salesman the idea that sell- 
ing is a matter of wits; that getting 
the order is like putting the buyer 
through a series of hoops, with the 
salesman cracking the whip, he 
contends. 

This pre-depression fallacy should 
be corrected, he says. If a salesman 
knows his proposition backwards and 
forwards, if he has uncovered facts 
of profit interest to the prospect, and 
offers a definite plan to increase these 


Presentation 


profits, the formula will take care 
of itself. 

A prospect must b2_ interested 
enough in your proposition to give 


you his complete attention. A _ sales- 
man who has “sold” himself usually 
encounters little difficulty in obtaining 
this, if he asks for it. 

Prospects, generally, can be divided 
into two classes: (1) Those who look 
at a proposition from the standpoint 
of what they cannot use. These are 
the “no” men. (2) Those who look 
at a proposition from the standpoint 
of how they can profit from it. These 
are the “yes” men. 

The salesman’s job is to create in 
his prospect’s mind enough desire for 
what he is selling to assure him 
attention while he explains his propo- 
sition. Too many salesmen try to 
sell a man something he believes he 
does not need before they have made 
him want it. Before a salesman can 


successfully sell a thing, he must first 
sell an idea. 

To be effective, sales points must 
be organized. This is a point which 
all sales presentations, no matter 
how different they seem, have in 
common. 

To hold attention, do something 
while you are talking. The best sales 
presentations are built around graphs 
and charts, which have eye-appeal, in 
addition to making points easier to 
understand. Such visual sales pres- 
entations are not hard to get up. 


Must Prove His Case 


In selling, the salesman must prove 
his case before he can close the sale 
and get the order. The burden of 
proof is up to him. His word is 
doubted until he has proved that he 
is telling the truth. 

How to do this? 

First of all, cultivate a disarming 
frankness in talking. Avoid the use 
of superlatives. Be exact. Use names 
and figures liberally. Dont claim too 
much for what you are. selling. 
Frankness pays. Above all, refrain 
from dragging out “evidence” to 
prove inconsequential conversational 
statements, Mr. Aspley advises. 

The salesmen who are _ forging 
ahead are those who leave no stone 
unturned in their efforts to get orders. 
Nothing is too much trouble for them 
—if it produc*s results. “The more 
you demonstrate, the more you will 
sell,” is a mighty good motto to go 
by. 

Disposing of objections is a major 
stumbling block to the beginner in 
sales work. But experience soon 
teaches him that he can group objec- 
tions into a number of classifications 
—and that there is one best answer 
to each objection. With this knowl- 
edge, objections don’t throw him off 
the track—they’re all in a day’s work. 

Many good salesmen turn an objec- 
tion into a reason for buying. Often 
it is best to admit the soundness of 
a buyer’s argument, and after dis- 
arming him, to come back with a 
hase?” 

The underlying principle of meet- 
ing all price objections is the same. 
Make the price of a product or a 
service seem small, compared with 
the benefits dorived from possessing 
it. Make the buyer want the thing 
more than he wants the money. 

Sales are made in the mind of the 
buyer. Expressed in another way, 
sales are the transplanting of ideas 
which exist in the salesman’s mind 
into the mind of the buyer, in such 
a way as to induce the buyer to act 
as the salesman would, were their 
positions reversed. 

An order is merely the written 
evidence that such a meeting of 
minds has taken place, Mr. Aspley 
says. Many salesmen, with the sale 
already made, are so anxious to get 
the order signed that they plant mis- 
trust in the mind of the buyer—and 
lose the order. 

Orders are still obtained by asking 
for them. Most prospects are glad 
to have a positive-minded man with 
them, who can help them in making 
up their minds. Far from resenting 
this action, they appreciate it, Mr. 
Aspley points out. 
~Closing the sale requires undivided 
attention. A refrigeration salesman, 
who had an excellent record, made a 
practice, in calling on butchers, to get 
them to go with him into the cooler, 
so they would not be disturbed. 


EVAPORATOR DOORS, 
VEGETABLE FRESHENER 
and SERVICE DRAWER FRONTS 


In our newly developed finishes 
of Special Alloy Aluminum 


ICE CUEE end DESSERT TFAYS 
VEGETABLE FRESHENERS 
‘TORAGE PANS 
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Hoosier 


| LAMP'& STAMPING CORP. 
EVANSVILLE ...INDIANA 
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ust first Lindsay Quotes Test Results to Show That | Mueller Brass Not to Be —— Sales Are = Ice Refrigerator Sales 
: a . J Z 
» which Well-Constructed Cabinet Important Even | Sold to Eastern Firm; ighest during July Increase 25.3% in Year 
matter 3 ms B d. ST. LOUIS—Sales of Hussmann- ae ay 
lave in onas Refunded : ; : CHICAGO--Sales of household ice 
When Non-Hygroscopic Insulation Is Used oe mi “te te tae ee refrigerators for the fiscal year end- 
nething PORT HURON, Mich.—Rumors | highest made in any month during | img July 31 show an increas» of 
st sales Dry-Zero Corp. three nationally recognized “high | that Mueller Brass Co., manufacturer | the last five years, report officials of | 25-3 per cent in unit volume over the 
graphs Merchandise Mart, Chicago class” makes having poorly made | of refrigeration fittings and parts, | Allied Store Utilities Co., manufac- | Preceding year, and a dollar value 
peal, in Publisher: shells. The second result is the | would be sold to a group of eastern | turer of Humid-I-Coiled display cases, | increase of 44 per cent, reports 
isier to A little while ago you asked me to | average of five such tests on two | industrialists and moved from this coolers, and grocery boxes. Secretary E. G. Vail of the National 
S pres- write you in simple language the | other equally prominent makes, hav- | city, were quieted last weok when In a sales contest, just closed, $1,050 | Refrigerator Manufacturcrs Associa- 
| up. advantage obtained by “venting” re- | ing well made shells. O. B. Mueller, founder and president, | jn cash prizes was awarhed to dis- | “O°. ; 
frigerator walls through the inner In this latter case the water vapor | announced he had arranged a bond tributors who exceeded their quotas The increase in dollar value, Mr. 
i i j ‘ 1 says, is the result of better 
liner to the cold interior. I complied, | entry was probably not greatly differ- | issue to refund the present $650,000 Saicnnt ie ele Vail ys, 1 , 
t prove pointing out that no cabinet could | ent as between the differently insu- | bonded debt of the company. , - rig tr hg eating a god an styling of ice refrigerators and im- 
he sale well be built which could maintain | lated boxes, but the non-hygroscopic “Our company has entered into a | © #SS¢S, Honors in class er Bay proved methods of construction, ir 
den of a vacuum in its walls and that water | insulation was permitting the venting | contract with New York City bankers an Distributing Co., = a response to public demand. 
ord is vapor being twice as thin as air, it | of the moisture through hook holes | to refund the remainder of our ny Gy th Distributing o., New ——_——__——- 
hat he is impossible to prevent its getting | and door throat to the evaporator. present bond issue, about $650,000, gg rd ‘d a. Fe be ~~ hae Universal Cooler Holds 
into the walls and there turning to With the hygroscopic insulation this | which bears 7 per cent interest,” the = Daud o crm’ a lina’ tae Sa 
; water. could not occur, and consequently | announcement said. “The old bonds | ™,?2UD-nspeck, Pontiac, Mich.; class Annual Golf Tourney 
waggpciind I then showed that if the walls are | those jobs were showing a steadily | will be replaced by 5 per cent bonds c” winners, Octo Meyer, Ironwood, yaeaial 
he use : ; : : : . : _ 1 | Mich., and Martin Engebretson, Sioux 
snnae insulated with a strictly non-hygro- rising cost of operation—increasing | convertible into common stock, which Falls’ 8. D DETROIT — Fifty-three golf de- 
cae hee scopic insulant (and only if so) and deterioration of performance. will leave Mueller Brass Co. in a nice : oe Ss votees of Universal Cooler Corp., 
selling we have openings through the liner, This standard test corresponds to position, with only one class of stock, : ; including President Frank S. McNeal. 
refrain the same force which drives the the results these refrigerators in | and a comparatively small funded N. J, Public Service Sales participated in their annua! tourna- 
e” to water vapor in through the outside | ordinary use would show: debt.” ment recently at Warren Valley golf 
ational shell, will carry it on through the | In 3 years in St. Louis. Eastern interests have been report-| Of Electrolux Increases | ciub, with CD. Denton winning the 
vented liner and finally deposit it on In 4 years in New York. ed trying to purchase the company raisin ba Kickers’ handicap. 
orging the evaporator, leaving the insulant In 2% years in Atlanta. and its patents since early summer. NEWARK-~—Sales of Electrolux gas The occasion also marked the 
stone dry and efficient permanently. I In 4% years in Chicago. This indicated that the Mueller family | refrigerators by the Public Service | presentation of a mantle clock and - 
orders. further pointed out that with hygro- Assuming the kitchen or pantry | would relinquish its control of the Corp. of New Jersey for the second | cocktail shaker set to Charles L. 
> them scopic insulation, such as the cheap | average humidities were the same as organization, and that the business | quarter of 1935 totalled 1,724, a gain | Curtis, former factory superintendent, 
more materials so commonly used, this | the outdoor average. The former, | would be moved from Port Huron. of 247 as compared with the same | who has left the Universal Ccoler 
u will cannot be done as such materials will | however, are generally higher. Established here as a “war baby,” | three months of 1934. Total sales of | Corp. after 12 years’ service to join 
to go retain the moisture formed and be- These results speak for themselves, to make munitions, Mueller Brass | Electrolux refrigerators for the first | Brunner Mfg. Co. a 
come wet. ; : but I would like the industry to Co. now employs more than 900 men, | six months of 1935 showed a gain of Other prize winners in a 
major This letter you printed in the June | realize that this vital matter of insu- works 24-hour shifts, and is the city’s | 479 units over same period in 1934. | cap included Sam Lebet, Alec McGhie, 
ler in 19 issue of ELeEctTric REFRIGERATION | lation—vital to the ultimate con- largest industry pt Bill Mazuga, Sam White, John Boros, 
soon News, and it has produced some | sumer—is being reduced to a definite F J | I e E Kj h Guy Bliss, Eldred Evans, and Sam 
objec- interesting repercussions. known science. s ames Installs - itchen | sniderman. 
ations Here is one of them. Harvey B. Linpsay, Morris Elected Member | D S Dj | Best gross score of the day was 
nswer A very large electric refrigerator President. Of Beend of Trade n ept. tore isplay turned in by Domestic Sales ogee. Oe 
cnowl- manufacturer who is honestly inter- ——-- R. N. Harger. The low eig who 
m off ested in selling the consumer a H : seem ST. LOUIS—James & Co., General | finally qualified for the Universal 
work. refrigerator watate will remain eco- Shapiro Wins Grunow WASHINGTON, D. C. — Edgar | Electric distributor here, has installed Father championship trophy, to be 
objec- nomical and efficient for many years, Ss ! A rd for 1935 Morris, president of the Edgar Morris | a G-E model electric kitchen, finished | decided after match play elimination, 
Often and not merely long enough to get ales wa = Sales Co., Westinghouse distributor | in white, in its display and sales | included Mr. Renton, Mr. foe a 
ess of it sold, invited me most courteously iar ; here, was recently elected first vice | booth in the Stix, Baer & Fuller Co., | Lebet, Mr. Mazuga, Bill Devlin, = 
r dis- on the well known carpet. NEWBURGH, N. Y. — Shapiro | president of the Washington, D. C., | local department store. R. J. Winters Costain, W. D. Rockwell, and Oliver 
mm © They pointed out to me that to | Sporting Goods Co., Grunow distribu- | Board of Trade. is in charge of the display. Kesti. 
put long life efficiency and economy | tor here, has been awarded the 1935 
meet into their product they not only use | trophy for the record per capita sales 
— non-hygroscopic insulation, but also | of Grunow refrig-ratcrs and radios. 
pal take great care to make the outsid. | The award was made by William 
hse se shell of the cabinet as vapor tight as | C. Grunow, president of General 
pewriied possible. Household Utilities Co., to Hyman 
: _— They then said they had received | Shapiro, president,and Samuel —- 
f the word from their selling organization blum, manager, during a recent 
way, here and there that this article of | Grunow convention in Chicago. 
ideas mine was being quoted in defense of The company recently opened new 
mind ‘refrigerators on which the manufac- | sales offices in Baltimore and Wash- 
such turers expended no such care on the | jngton, D. C., under the supervision 
o act metal shell of the cabinet—or the | of Harold Gabrilove. The new Gru- 
their type of insulation for that matter. now radio line was shown there Mon- 
These concerns were quoted as | day, Aug. 12. 
-itten ¥ saying, “What’s the difference?—we Distributor here during the past 
zs of if have shelf hook holes through our | two years, the Shapiro organization 
spley liner, and Lindsay’s article says that covers Orange, Rockland, Sullivan, 
sale will keep the insulation dry.” ; Putnam, Dutchess, and Ulster coun- 
» get In short it was made clear that in ties, and includes 68 refrig-rator and 
mis- their opinion the article did not | 493 radio d-alers. The 1936 radios 
~and sufficiently emphasize the importance | wij) pe shown to these dealers Aug. 19. 
of a well made metal cabinet shell, 
‘king as vapor tight as possible, in relation , ? 
ae to a really good cg " Zahner Named Promotion 
wi As my article was really dealing , 
kin t of the refriger- 
ting mie scenes Sapee oS Secey | — -Semammer fer Yerlen REFRIGERATION DISTRIBUTORS AND DEALERS WILL FIND IN 
r. justified. But in any event, in view NEWARK — Krich-Radisco, Inc., 
ided of the misuse of re, gin Kelvinator distributor here, has ap- OUR NEW PRICE SHEETS ATTRACTIVE REDUCTIONS IN THE 
aan be glad if you will pu of —" facts | Pointed Frank S. Zahner as _ sales - “se en 
- the following resume 0 promotion manager on RCA. Vietor PRICES OF COILS USING 224” FINS WITH 14” AND 14” SPACING 
) get involved. Senha: radios. Mr. Zahner was previously 
oler Here are the _ “ee as “thin” radio editor of the Newark Ledger. 
i. wreeer ieee Krich-Radisco, Inc., recently held a 
od ae om: “Revival of Radio” dinner at the 
2. It will consequently pass through | wowark Athletic Club, which was at- 
microscopic crevices and _ porosities tended by 20 members of the selling 
much finer than air will penetrate. staff, and company exetutives. 
3. No refrigerator cabinet shell is Speakers at the dinner meeting 
made tight enough to hold a vacuum. | included: Max Krich, president; Paul 
4. Hence no cabinet shell can pcs- | R. Krich, vice president; and Earl C. 
sibly be water vapor tight. Pullen, sales manager. 
5. But the speed with which the 
water vapor penetrates is about in * ° ® 
proportion to the cracks, crev:ces, Oppenheimer Will Direct 
etc., through which it forces its way. Burner Sales for Zamoiski 
Perhaps the quickest way to clearly Bee eee 
show the importance of this last fact BALTIMORE—Myron Oppenheimer 
as well as the others, is to present wae nnn oi tmted f th 
Its of actual standardized . ppointed manager oO e 
the resu ; ee oil burner division of the Joseph M. 
tests which Show with cold disinter- Zamoiski Co., Norge distributor here, 
ested precision the deterioration in and of its Washington, D. C., branch. 
eo > ype tye mgd ag Columbia Wholesalers, Inc. 
no lige agape A P Mr. Oppenheimer was _ formerly 
types of insulation in each case. president a the Maryland Oil Burner 
The first result shown below is the | Association, and was a member of the 
actual average of standard “perform- | national code authority for the cil 
ance permanence” tests, made cn! burner industry under the NRA. 
Results of Tests with Poor and Good Refrigerator 
Cabinets and Different Insulations , 
' net —_ PLEASE ADVISE US AT ONCE IF YOU HAVE NOT AS YET 
Insulated with Chea: Re-Insulated with 
ITS I (Poor Shell) Sipgenscaple Seeuintien eg eenaare RECEIVED THESE NEW PRICE SHEETS AND COPIES WILL BE 
At Conclusion of Test Regular Production Insulation 
Bee WMIOE Th WATE ices desis isccses 32.4 lbs. 24.2 Ibs. MAILED IMMEDIATELY 
Soaked into insulation ................. 28.9 Ibs. 0 lbs. 
In “moisture-proof” wrapping ......... 1.8 Ibs. 1.1 Ibs. 
Free water in bottom of shell......... 1.7 lbs. 23.1 Ibs. 
Deterioration of performance 
(increased cost of operation).......... 82% TS 
Cabinet Cabinet Insulated with 
Re-Insulated with Non-Hygroscopic THE BUSH MFG CO 
II (Good Shell) Hygroscopic Insulation . . 
At Conclusion of Test Insulation Regular Production H ARTFORD CONN . 
On FR TR II as ok ok civ vnc cscccos 48 oz 5 oz. / - v 
Soaked into insulation .................... 42 oz 0 oz. ~a 
= yp apy een gy ghia cneanagt sete = 5 oz. NEW YORK PHILADELPHIA DETROIT CHICAGO a 
ree water in bottom of shell............. oz. 0 oz. 
Deterioration of performance 489 FIFTH AVE. 2401 CHESTNUT ST. 6432 CASS AVE. 610 N. OAKLEY BLVD. 
(Increased cost of operation)............ 47% 1 0% 
Naa. 
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Selling Up 


EADER wmodels—the smallest, cheapest, 

least convenient electric refrigerators that 
conscientious chief engineers would permit to 
leave their factories—have played a pretty big 
(perhaps we should say: “big, but not pretty’) 
role in the electric refrigeration industry during 
the last few years. Right now a good many 
organizations are taking stock of the business 
of selling “leaders,” and are wondering whether 
or not these small, low-priced boxes haven’t 
outlived their usefulness. 


Big idea of a “leader” is to get an article so 
low in price that, when advertised, the public 
will come into the store in droves to see it. 
After they get there, the theory runs, sell ’em 
something else—at a profit. This is an oldtime 
practice of chain stores and department stores, 
which specialize on cutting the price of a 
standard advertised article, and then making 
up the difference on the price of staples. 


Electric refrigeration merchandisers adopted 
the idea as a depression measure. Unlike the 
department stores and chain stores, they couldn’t 
cut the price on one article and make it up on 
the next, for they had only one article to sell. 
It was forecasted, though, that if prospects 
could be induced to come into showrooms to 
see “leader” models, these prospects could be 
interested in bigger, better refrigerators at 
bigger, better prices. Sales presentations, 
“canned selling talks,’ were worked up to 
assist the salesman in doing this very thing. 
The process was labelled “selling up,” or 
“trading up.” 


Apparently the device served its purpose, 
for public interest in electric refrigeration 
attained greater and greater heights during the 
worst years of the depression. What’s more, that 
interest was capitalized upon by an industry 
which continued to break sales records when the 
sales curves of other industries resembled a 
profile line drawing of Niagara Falls. 


It should be noted, however, that the process 
of “selling up” never became as successful as 
salesmanagers had hoped and predicted. A 
study of the industry’s production and sales 
figures for 1932, 1933, and 1934—the era of 
“leader’’ models—will indicate that between a 
fourth and a third of the total production was 
confined to these small boxes. As one executive 
put it: ‘“We’ve been selling 30 per cent of our 
volume at a loss.” 


What seems to have happened is that sales 
organizations let the promotion of “leader” 
models get out-of-hand. In figurative language, 
the tail wagged the dog. The public has been 
extraordinarily responsive to electric refrigera- 
tion promotion; and when that promotion 
stressed cheap, small refrigerators, that was 
what the public bought. 


In the meantime, other forces entered the 
picture and began to have their effect. Relative 
saturation of the market for household electric 
refrigerators has been pushing that market 
down into lower and lower income levels. 
First thought was that cheap refrigerators 


must be provided for these families. But such 
a premise proved to be a failure to think the 
situation through, for this factor was omitted 
in the cerebration: homes in the lower income 
brackets have, as a rule, bigger families than 
those with two-car garages. Heads of these 
big families came in, looked over the “leader” 
models, and walked out, shaking their heads. 
A 4-cu. ft. box simply wasn’t big enough for 
their needs. 


To intensify the situation, refrigeration 
salesmen have been telling an economy story 
based on the fact that with an electric refrig- 
erator a family can save money by making 
quantity purchases, and by preserving left-overs. 
But to enjoy the advantages of quantity food 
buying at Saturday sales, a family must own a 
refrigerator with ample storage space—particu- 
larly if the family has several members. That 
means, for most homes, a box of 6 cu. ft. net 
capacity or greater. Owners of a 4-cu. ft. box 
are indeed handicapped when they try to store 
a food supply sufficient for several days. 


So, what happened? Last spring two widely 
diverse types of competitors stepped in and 
cashed in on this situation—the ice man and the 
mail order houses (with their retail stores). 
The latter put a 6-cu. ft. box on the market with 
a comparatively low price, and specialized on 
this particular model. Ice companies recorded 
a bigger business than they had done for years 
by selling ice boxes of ample capacity, using 
the same economy story promulgated by electric 
refrigeration salesmen. Between them, the ice 
men and the mail order concerns got away with 
a nice piece of business this year. 


Executives who have been studying this 
situation are beginning to believe that the time 
for promoting the sale of small electric refrig- 
erators has passed. Inasmuch as the public 
seems inclined to buy whatever size or style or 
type of refrigerator which happens to receive the 
benefits of heaviest promotion—and since bigger 
refrigerators are obviously needed by the type of 
homes which now form the quantity market for 
household refrigerators, the idea is beginning to 
filter through the industry that the wise thing to 
do now (and during 1936) is to stress 6 and 
7-cu. ft. models in all promotional activities. 


WHAT OTHERS SAY 


Business on Guard 


HE adjournment of Congress is hailed by business 

men everywhere with a sigh of relief. The session 
has kept the situation in an uncertain condition for 
months. Radical legislation threatening violent changes 
in many business operations has been introduced and 
discussed, and some of it has been enacted into law. 
But the turmoil induced by the large volume of legislation 
inimical to business, proposed and threatened, has been 
the chief handicap to progress since Congress began its 
session last January. 


The period before the next session will therefore 
furnish a breathing-spell during which business will be 
able to develop a more optimistic sentiment, based on 
steady recent improvement in many basic economic 
factors, and to make plans for further development of the 
broadened opportunities for sales expansion. The increas- 
ing strength of business organizations in providing intelli- 
gent opposition to the more extreme measures aimed at 
business by the administration at Washington should 
likewise make for greater confidence in the future. 


The past session has demonstrated, however, that 
business men must be on the alert to defend themselves 
from radical legislation. The efforts which have been 
made this year have shown that, while certain trends 
cannot be entirely changed, they can be modified so as 
to be less menacing to business. The attitude of individuals 
and organizations should therefore continue to be one of 
careful scrutiny of proposed changes affecting business, 
thus making it possible to present vigorous opposition 
when the facts justify it. 


Many of the laws, proposed and enacted, which were 
considered by Congress in 1935 have been significant to 
advertising and merchandising interests, and have had 
to be considered with reference to their probable effect 
on those business activities. The advertising field has 
been well represented at Washington, and its attitude 
toward legislation has been consistently intelligent, with 
specific opposition to those phases of proposed legislation 
which threatened to be unreasonable or unduly burden- 
some. 


The failure of the Copeland bill to pass, in spite of the 
acceptance of the revised measure by many advertising 
groups, indicated a feeling that at least some of the 
continued opposition was justified. During the next four 
months further consideration will be given to the measure, 
to the end that when and if it is enacted, control of 
advertising will not be too highly centralized. In the 
meantime, thanks and appreciation are due those organi- 
zations which have continued to stand guard, in behalf 
of business and advertising, over the legislative situation 
at the national capital.—Advertising Age, August 26, 1935. 


LETTERS 


Cabinets in Argentina 
Cia. Argentina de Talleres Industriales, 
Transportes y Anexos, S. A. 
Buenos Aires 


Editor: 
As subscribers to the ELectric 
REFRIGERATION NEWS, we have the 


pleasure of writing you to bring to 
your notice the activities of our com- 
pany in the refrigeration business, 
which no doubt will be of interest to 
your readers. 


In 1932 we started to manufacture 
electric refrigerator cabinets in the 
Argentine Republic with such good 
results that the production has in- 
creased in subsequent years, and in 
1934 we manufactured over 3,200 
cabinets for electric refrigeration. 


Our principal clients in this line 
are the Westinghouse Electric Inter- 
national, General Electric, Frigidaire, 
Ltd., and Siemens Schuckert. 

At the beginning of 1934, we manu- 
factured 25 commercial cabinets of 
the General Electric type for the 
General Electric of Brazil, where they 
were sold with great success. E 

Our company manufactures’ the 
entire cabinet, not only the exterior 
and interior bodies, but also the 
hinges, locks, handles, shelves, etc. 

The manufacture of the cabinet is 
exactly the same as that produced in 
the United States and apart from the 
Standard models, we have produced 
other models built especially for the 
local market and more especially for 
use in apartments and for central 
refrigeration. 

We also build, in our works, a great 
number of ice cream _ preservers, 
either single or combined with fabri- 
eators of various types, especially for 
the Frigidaire. 

Our works, which actually occupy 
a covered surface of 500,000 sq. ft., 
with over 1,300 workmen, not only 
manufacture electric refrigerator cab- 
inets, but also a large number of 
products for the local markets of 
the Argentine Republic and South 
America, amongst which are_ the 
following: Westinghouse electric 
stoves, spare parts and accessories 
for the General Motors and the Ford 
Motor Co., commercial bodies for the 
General Motors and the Ford Motor 
Co., safety razors for the Gillette 
Safety Razor Co., radio accessories 
for the R.C.A. Victor Argentina and 
Philips, iron sheet moulds for use in 
the construction of reinforced con- 
crete roads for the Blow-Knox Corp., 
machines and apparatus for service 
stations, electric watt hour meters 
for the General Electric, and a great 
number of other materials, a list of 
which would be too long to enum- 
erate. 

We take this opportunity of placing 
ourselves at your disposal and that 
of your readers for any other data 
that may be of interest regarding 
our works and its production. 


Managing Director. 


On Taking Pictures 


Armstrong Cork Products Co. 
Lancaster, Pa. 


Editor: : 

For some time I have been greatly 
interested in the Candid Camera 
photographs appearing in your publi- 
cation and wonder if you would be 
kind enough to give me some infor- 
mation concerning the photographic 
equipment you use. 

We are considering the purchase of 
special photographic equipment for 
the taking of these informal pictures 
which we believe have a lot to do 
with increasing the interest of your 
readers. 

LAUREN K. HAGAMAN, 
Advertising Department. 

Answer: See page 10, Sept. 5, 1934 
issue; page 8, Oct. 31, 1934 issue; and 
page 8, March 6, 1935 issue. 


“Please advise me what the sub- 
scription price of ELectric REFRIGERA- 
TION News is now, also the price of 
the Directory, and when it is pub- 
lished. I used to be a subscriber to 
the News, and think it is a wonder 
in this field, and since I am back 
into the refrigeration game again, I 
know I need it in the business, which 
I started here last March.’—George 
W. Goldner, Goldner’s Refrigeration 
Supplies, 1009 E. Anaheim St., Long 
Beach, Calif. 


“Enclosed find my check to renew 
my subscription. It’s worth three 
times as much. Wouldn’t be without 
it. Keep up the good work. Hello to 
T. T. Quinn.”—Edw. C. Zabors, 2516 
N. 51st St., Milwaukee, Wis. 


“Advise us before our subscription 
expires for ELEectric REFRIGERATION 
NEws, as we could not do without 
it."—R. J. Gartman, Gartman Music 
House, Brady, Tex. 


“I always enjoy reading the News.” 
—W. G. McGuire, 2140 16th Ave. So., 
Birmingham, Ala. 


Belding-Hall Service 


Belding-Hall Co. 
Belding, Mich. 
Editor: 

I notice in your issue of Aug. 14, 
under the service column, that an 
individual from Illinois is making an 
attempt to locate service information 
on Belding Hall electric refrigerators. 

If it is possible for me to obtain 
the name of this individual, I will be 
very glad to write him in an effort 
to assist him with whatever difficulty 
he has in regard to servicing his 
Belding Hall machine. 

W. D. KRAvtTER, 
Service Manager. 


Should We Supply Chain? 


Refrigerating Machinery Association 
Southern Bldg., Washington, D. C. 
Editor: 

I am wondering whether you could 
send us another copy of Volume II of 
the 1935 REFRIGERATION AND AIR COND!- 
TIONING MARKET DaTa. The one we 
originally had from you has gone the 
way of most borrowed things in that 
one of the borrowers has forgotten 
to return it and we can’t remember 
who the last individual was who 
wanted to use it ‘for just an hour 
or two.’ Please bill us for whatever 
cost is involved. 

WILLIAM B. HENDERSON, 
Executive Vice President. 


Hong Kong Opportunity 
Refrigeration Services 
Fourth Floor, King’s Bldg. 
Hong Kong, China 

Editor: 

The writer enclose you a draft for 
G. $10.00 to cover subscription of 
ELectrIC REFRIGERATION News, to com- 
mence with the issue of after April 
17, 1935. 

The writer was recently with the 
Domestic Engineers, but has quit to 
join with the above. : 

Will appreciate if you will let the 
readers of your weekly know of this 
change, and if they want a real live 
wire to handle their products, they 
will find it in us. 

H. C. Bgzsr. 


Bigger Boxes 


Tennessee Valley Appliances, Inc. 
123 Eighth Ave., N., Nashville, Tenn. 


Editor: 


You may be interested in knowing 
that we have just closed probably the 
two largest individual refrigeration 
orders in the South this year. One 
being an apartment house deal involv- 
ing over $11,000 and the other a 
commercial refrigeration installation 
for a banana warehouse and storage 
plant, involving approximately $5,500. 

While our unit sales have not been 
equal to our 1934 volume, our dollar 
volume has exceeded our 1934 busi- 
ness. » 

This 
things: 

1. The TVA model which was intro- 
duced the early part of the refrigera- 
tion season last year. 

2. A definite trend away from small 


is due, we think, to two 


4-ft boxes. Our best seller this year 
has been a 5-ft. model. 
J. O. SmirH, 
President. 


/ . 4 

Bright Spot 

Electricity Meter Mfg. Co., Ltd. 

: Joynton Ave., Waterloo 

Sydney, Australia 
Editor: 

ELectric REFRIGERATION NEWS con- 
tinues to be a very bright spot in 
our American mail and is eagerly 
looked forward to. 

A. A. McCuLiacH, 
Factory Representative, 
Refrigeration Section. 


“Please find enclosed 15 cents in 
stamps for which please send me a 
copy of the May 22, 1935, issue of the 
News containing the specifications of 
air-conditioning equipment. We re- 
ceive two copies of the News regu- 
larly here in our office, but have 
found this issue to be so valuable 
that would like to have one to carry 
in my portfolio..—The S. A. Long 


Electric Co., Engineering Dept., 
Wichita, Kan. 
“Enclosed is our check in the 


amount of $3.00 for another year’s 
subscription to ELectric REFRIGERATION 
NEws. 

. “We have greatly enjoyed the man- 
ner in which ELectric REFRIGERATION 
News supplies information that is 
greatly beneficial to any refrigeration 
company.”’—H. R. Smethills, The Re- 
frigeration Service Co., 1517 Blake St., 
Denver, Colo. 


“I received your letter of recent 
date saying the reasons I did not 
receive my NEws was that my sub- 
scription had expired. I was unaware 
of such a state of affairs. I can’t do 
without it, so I endorse my check 
for $5.00 for two years subscription.” 
—F. W. Bush, Bush’s Music & Radio 
House, Penn Yan, N. Y. 


“Am very much pleased with the 
sample copy of ELEctric REFRIGERATION 
News. Please enter my subscription 
for one year.”—A. Wohlmuther, 5 
Walker Ave., Pikesville, Md. 
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SPECIALTY SELLING 


Huge Floor Display Space & Intensive Newspaper 
Advertising Build Sales for Cincinnati Store 


Part of the fancifully decorated refrigerator display of May-Stern & Co., 
Cincinnati Crosley dealer, which occupies a prominent section of the 
10,000-sq. ft. floor area devoted to showing electrical appliances. 


* 


CINCINNATI — Contests, promo- 
tions, unloading of distress merchan- 
dise, outside salesmen—-none of thes? 
measures is used by May-Stern & Co., 
Crosley Shelvador dealer here. Still 
this store claims to do the biggest 
refrigerator business in Cincinnati, a 
city of 451,000 in a trading area of 
more than half a million. 

How, then, does this concern build 
up saies? First of all, says L. H. 
Wharfield, manager, May-Stern has 
the largest appliance department 
within a radius of 300 miles, a de- 
partment that occupies 10,000 sq. ft. 
of space, all on one floor. Different 
sections of the department are de- 
voted to refrigerators, radios, and 
various appliances. 

Merchandise is displayed so that 
customers can readily view all prod- 
ucts sold, and make their sel-ctions 
by means of convenient comparisons 
on the floor. Ninety-eight per cent of 
all refrigerator sales are made inside 
the store. 

“Sales are made outside the store 
only when the customer requests the 
salesman to come to his house and 
talk with other members of the 
family,” Mr. Wharfield states. 

“Our sales are made_ entircly 
through our advertising and floor 
salesmen. We _ run _ approximately 
200,000 lines of advertising a year for 
the different departments. During 
the refrigerator scason, we predomin- 
ate in Cincinnati newspapers in this 
type of advertising. We devote a 
large window to refrigerator displays 
throughout the entire season. 

“Sales contests are all right, but 
we do not use them here,” Mr. 
Wharfield said. “Our clients feel that 


* 
they can come in the store any time 
and get the right price, and that they 
can buy without hesitancy, since 
there is no contest forcing the sales- 
man to use pressure on them. No 
distress merchandise of any kind— 
neither manufacturers’ clearances, 
nor special job lots—is sold here. 
“Much of our sales are due to 
customers’ good will. Our customers 
return to us for their household 
requirements, and young people s<tart- 
ing out follow in the footsteps of 
their parents. 


“We have a mailing list of 60,000° 


customers to whom we send direct 
mail advertising once a month 
throughout the year. Our policy is 
one of honest value—we use straight 
merchandising methods, backed by 
good merchandise at right prices,” he 
continued. 

“In ‘our newspaper advertiscments, 
we emphasize Crosley Shelvador fea- 
tures. We find that, regardless of 
what the merchandise is, any particu- 
lar item that has new features will 
appeal to the customer. 

“Another thing that has helped to 
increase our sales volume, is_ that, 
despite our large number of sales, 
we have had but very few service 
calls; and those we do have are 
handied~- promptly, efficiently, and at 
comparatively small cost to the user. 
As a result, our customers snd 
their friends to us for their refrig- 
erators. Our reputation of trying to 
serve our customers in their own 
best interest has reacted in our favor, 
and has accomplished much _ that 
otherwise might have to be done by 
various other methods,’ Mr. Whar- 
field concluded. 


All-Electric Kitchens 
Increase Revenue of 
Apartment House 


DETROIT—In connection with a 
modernization program, the Garden 
Court apartments here recently in- 
stalled General Electric refrigerators, 
ranges, dishwashers, and _ all-steel 
cabinets in the kitchens throughout 
one wing of the apartment building. 

Installation of the new kitchen 
equipment, says J. H. Ashburne, man- 
ager of the apartment house, has 
increased the revenue derived from 
rentals and has kept the apartments 
continuously occupied. 

The building originally consisted of 
32 suites—24 9-room suites and eight 
8-room apartments — with rentals 
ranging from $255 to $550 per month. 

In 1932, one wing, containing eight 
9-room suites, was converted into 19 
apartments ranging from three to five 
rooms with rentals of $60 to $125 per 
month. These smaller apartments 
were the ones selected to be equipped 
with G-E kitchens. 

Prior to the addition of electric 
kitchens, tenants had been billed by 
the local utility companies for gas 
and electricity used. A central sys- 
tem supplied refrigeration. Now the 
management furnishes light, refrig- 
eration, cooking, and dishwasher 
service, etc. as part of the rental. 

Under the present policy, it has 
been found that the increase in elec- 
tric service costs has totaled an 
average of $90 per month, or an 
average of $2.10 per apartment. In 
this same period of time the total 
expenditure for servicing of all 
ranges, refrigerators, and dishwashers 
in the 19 suites has amounted to $2.80. 


Advertisements Picturing 
Dealers & Listing Users 


Boosts Buf falo Sales 


BUFFALO—Full page newspaper 
advertisements comprised of photo- 
graphs and comments of Crosley 
dealers, and listing Crosley users in 
this city, has proved a powerful sales 
builder this year for the Ontario 
Electric Corp., distributor here. 

Tieing up the refrigerator with the 
dealers’ names, created dealer good- 
will, and put before the eyes of the 
local residents, both the product, and 
those handling it in each district, 
declares J. L. Block of the distribu- 
torship. 

Equally successful and impressive 
was the advertisement which offered 
an enameled green ice-pick to users 
of ice boxes who would submit their 
names and addresses to the distribu- 
tor office. There were no strings 
connected with the offer, which was 
announced in cleverly worded copy 
stating that with a Crosley, the house- 
wives would no longer necd an ice 
pick. 

Footnoting the copy was the infor- 
mation that the ice pick, when pre- 
sented to the nearest Crosley dealer, 
would give the prospect $1.00 credit 
on the purchase price of a Shelvador. 

Flanking the large 15 by 8 in. block 
of copy picturing the ice pick and 
explaining how it could be procured, 


were eight dealer advertisements 
reiterating the offer. 
While the “Free Ice Pick” cam- 


paign was in progress, 3,000 picks 
were given away by the cooperating 
dealer stores. This gave the dealers 
names of 3,000 ice users. © 


Cooking School at 
Sheboygan Draws 
1,000 People Nightly 


SHEBOYGAN, Wis.—Crowds aver- 
aging more than 1,000 persons nightly 
attended the three-day “cold cookery 
school” held here Aug. 14, 15, and 16 
by the Sheboygan Press, in connec- 
tion with the Sheboygan Electrical 
Refrigeration Bureau’s August sales 
campaign. 

Conductor of the school was Miss 
Clara Dean of Cleveland. 

Speakers at the opening session 
included Abe C. Van de Repe, adver- 
tising manager of the Sheboygan 
Press, and Frank W. Greusel, presi- 
dent of the Wisconsin Radio, Refrig- 
eration, and Appliance Association, 
and managing director of the She- 
boygan bureau. 

The following lines were displayed 
and used in demonstrations at the 
school: 

Apex—Honold-LaPage, Inc.; Crosley 
—Otto Kuechle Co.; Fairbanks-Morse 
—Braun-Herr Hardware Co.; Frigid- 
aire—Sheboygan Appliance Co.; Gen- 
eral Electric—Trilling Hardware Co., 
Krotlar Electric Co.; Grunow—Rick- 
meier-Fedler Co., South Side Electric 
Co.; Hotpoint—Prange-Geussenhainer 
Co.; Kelvinator—H. C. Prange Co.; 
Norge—Sheboygan Dry Goods Co.; 
Westinghouse—Acker Electrical Co. 

Executive committee sponsoring the 
summer sales campaign includes, be- 
sides Mr. Greusel, L. L. Perry, R. F. 
«Timm, W. J. Prange, and F. W. 
Fedler. 

On the newspaper advertising com- 
mittee are Sid Cobabe, R. F. Timm, 
E. H. Schaefer,- Mr. Greusel, and 
George Resch. The promotional com- 
mittee is composed of Gordon Fair- 
field, R. A. Smith, E. C. Zabors, N. D. 
Weinberg, N. E. Harvey, Clarence 
Sievert, and L. D. Morgridge. 


HEAT WAVE CAUSES 
PROSTRATION 
* 


Headlines throughout the country during the 
past few weeks carried daily the accounts of heat 
prostrations from the unusually high temperatures. 


Hundreds of other prostrations occured from 
the same cause but received no publicity. These 
latter were Beer Coolers which “Couldn’t Take 
It’. The results were a loss of patronage and 
profit to the Dispenser which inevitably was 
shared by the Dealer making the installation. 


During these high temperature periods, Temp- 
rite again demonstrated its outstanding ability to 
produce the perfect glass of beer at all times. 


Capitalize on this reputation now while the 
memory of the hot weather is still its 
fresh in the minds of your prospects. <PA=4X 


* 


TEMPRITE PRODUCTS CORPORATION 
1349 EAST MILWAUKEE AVENUE 
DETROIT, MICHIGAN 


ORIGINATORS OF INSTANTANEOUS LIQUID COOLING DEVICES 


PERFORMANCE . 
the Standard of Value Uy 


Condensing Units 
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@ The long dependable service life which is one of the 


outstanding characteristics of the Universal Cooler Condensing 
Unit is largely the result of its effective splash lubrication. 


All compressor bearings are over-size, with an abundance of 
bearing area. All refrigerant gas and vapor is excluded from the 
crank case, which holds only the lubricating oil and the oil mist 
from crank splash. Only a very low test refrigerating oil free of 
moisture and acidity is used. 


Every element of the Universal Cooler Condensing Unit is designed 
and built under this same common sense engineering policy. 


UNIVERSAL COOLER CORPORATION 


DETROIT, MICHIGAN 


BRANTFORD, ONTARIO 


MANUFACTURERS OF A COMPLETE LINE OF HOUSEHOLD AND COMMERCIAL REFRIGERATION 
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Place of Installation Installed By Tonnage Hp. 
s @ge s s 
T bi a f A I| A ¥ d | II Charles Lehn, 100 W. Adams St. York-Sampson % 5 
able ummary o ir-Conditioning Installations les, Lehn, 100 W. | Adams Yorks 4 
mA F. Gilchrist, 72 W. Adams St. Kelvinator 1% 1% 
4 9 P. L. Smith, 72 W. Adams St. Frigidaire ly 1 
n icago t roug une S. Insull, Jr, 72 W. Adams St. G-E 1 1 
/ B. Gear, 72 W. Adams St. Chrysler 1 1 
Durkees Famous — oie x "1 on pe te el 1 1% 
, icago evate Vv . Franklin St ork-Sampson lig VA 
SUMMARY OF AIR-CONDITIONING INSTALLATIONS IN CHICAGO PROPER ii Sisalkraft Co., 205 N. Wacker Dr. Airgard 1 1 
Type of Prior 1933 During 1933 During 1934 1935 (6 Mos.) oO J. C. Chutkow Co., 134, N. LaSalle St. Frigidaire % % 
Establishment No. Hp. No. Hp. No. Hp. No. Hp. No. Hp. Turner & Turner, 188 W. Randolph St. Frigidaire 1 1 
: . mca eorer nag, City re sa Se ae ‘ae ae ret & C. ; 
ON fic. cities atddig is tadar' 4 1,006 1 200 3 461% 0 0 8 1,252% EAST, SOrey m pane + AO 
y re. tt Watzek & Gates, 80 E. Jackson Blvd. Frigidaire 1 1% 
Brokers and Exchanges.... 4 69416 2 261 3 52 0 0 9 773 GD. Wilkinson, 680 N. Sacramento wack daameen % % 
Beatiiy Shope’ .... 06660665. 1 4% 0 0 4 63% 5 364 10 104 Miami Corp., 410 N. Michigan Ave. West.-Kroeschell 1% 1% 
ORD kis Kass bhai ee was 1 90 1 5 1 65 0 0 3 160 ne 
sg a | « 0 0 1 116% 0 0 0 0 i 11612 nei ate 
Clubs Pe fe er 3 357 1 2 0 0 0 0 4 359 a 
Danes: Halle ..4sss.scc sas. 4 465 0 0 0 0 0 0 4 465 Residences 
NOU eect Zoe s.s.0 ¢han aS GR 0 0 3 1% 2 2 4 4 8 a W. e- Jores. 7s . Vigediewn Ave. cs lig 1% 
Drug Companies ........... 2 113%, 8 63 16 232% . Kaplan, __ Evere - fa 4 
A A ea 9 : rt 2 36 9 71% Edward Williams, 4857 Wolfram St. Frigidaire yy % 
ie Aalade S OE 4 2 ; E. J. Block, 4928 Greenwood Ave. West.-Kroeschell \% % 
eee 13 3,187} 3 9415 6 124 2 148 24 3,554 Dr. E. W. Crass, 6449 Magnolia Ave. Frigidaire ly Wy 
Industrial J. P. Jones, 4726 S. Michigan Ave. Frigidaire-Sundberg 1 1 
ee re 18 303 0 0 0 0 1 1% 19 30414 4%, “4% 
SS en eer 17 2,471 4 678 4 381 3 22114 28 3.751% : 
DO oa, ea yg, 13 1,800 1 2011% 5 981% 4 118 23 2,218 R 
Miscellaneous ............. 6 609 3 179 10 353 6 1022. 25 1,243 estaurants 
General Offices & Bldg...... 18 4,4931. 9 265 26 1,566 * 38 24914 71 6,573%4 Barmony BS oeweriane bal . 4 et Ave. p Seeded 50 55 
Private Offices ............. 22 6814 38 62% 50 13314 25 33% 135 297% riangle Restaurant, ark St. ertier 5 5 
é : Harmony Cafeteria, 58 W. Washington St. York 35 41 
I i pe ee nb eae 10 40'5 11 15 25 44 6 4% 52 104% Ricketts, 2727 N. Clark St. G-E 20 929 
ON ee aaa 41 1,566 22 5471. 29 496 41 910% 133 3,519%%4 Merit’s Cafeteria, 1113 E. 68rd St. York-Wendt & Crone 25 25 
Stores alk pall cr ehenamto = & oeemen My a = roe 4 18 
itel’s estaurant, A ams St. arrier ‘0 20% 
Candy .....-eseee eee eeeees 1 4 2 13% 3 5 7 11 15 33% Blue Danube Grill, 181 N. State St Kroeschell 7% 815 
Dept. Clothing, Ete....... 7 354 3 1614 16 1,127%4 15 398% 41 1,896 Thomas J; Collins, 3147 _E. yoth, St. m GE oa - 6 
REP ee rere ee ee 7 385%, 0 0 0 0 1 2 8 38734 edina etic Club, . Michigan Ave. g-Wendt rone 30 31 
i : ‘ or: Sully’s Restaurant, 112 W. Monroe St. Wendt & Crone 15 151% 
Miscellaneous ............ L 215 4 448 2 167 6 205% 14 1,035% | The Copeland Hotel, 5009 N. Sheridan Rd. G-E—Advance Htg. 20 23 
NNR cai cPS Sine hd:6 G0. ees st 346 1 9 1 12 1 1% 4 36854 Youuhere Pesteneant, 3 a Cmieago Ave. et . 40 45 
Undertakers .............065 3 50 Z 10 5 42% T 75 17 177% e Lazon Grill, . Dearborn St. esterlin ampbell 30 30 
Younkers Restaurant, 1510 Hyde Park Blvd. Kelvinator 20 2114 
Theaters ..........+--..+-++. 55 13,817 14 703 36 2,418 31 1,663 136 18,601 Berghof Restaurant, 17 W. “Adams St York-Mehring 40 45 
a as a ee eidelberg, , andolp ‘t - 40 40 
RE Aide a a ek ire a kisi catk 255 32,417 127 3,59410 242 7,31712 193 4,284 817 47,61334 The Chicken Shack, Inc., 4647 Indiana Ave. G-E 5 5 
Hardings Restaurant, 332 S. LaSalle St. Reliance-Burge 30 400 
s C di e on er ry . Pring 7 Ave. i iat a 161% 
Pa . age s oston ore, State adison s. ssemble 44 
193 if on itioners Table 9 — Where Air ( ‘onditioning Presto Restaurant, 4752 N. Western Ave. Frigidaire 10 12 
- i. e a — sep a's > =. St. ee ase Comfort 10 11 
ixley ers, . Jackson St. urge 15 17% 
Installed in Chicago . . Pixley & Ehlers, 20 S. Clark St. Midwest 30 33 
M as PET nsta e In icago Pixley & Ehlers, 18 E Van Buren St. Midwest: 30 33 
ixley ers, - ells i. urge Y, 
During 1st 46 Months : Pixley & Ehlers, 808 W. Madison St. Midwest 20 245, 
. . 935 W&R Sandwich Shop, 78 W. Randolph St. Kelvinator 25 25 
ae uring irst ont $ Oo B/G Sandwich Shop, 640 N. Michigan Ave. Carrier-Air Comfort 15 15 
(Concluded from Page 1, Column 5) = vont Bar, B Fy baer 9 _ begat gd, plea * 11% 
shoe stores, with 15 installations ntra Cafeteria, 125 N. Wabas ve. tan. t. Meta 5 
408 4 é. Cod R —Drake, 140 E. Wal Fi. A bled ¥ 
were within two of the 1934 figure. Place of Installation Installed By Tonnage Hp. Club kishem, 46? eas St. —— G-E_ Davis Construc. 5 -" 
The big drop was in residential air pmnege sratenress, ey Wakes Ave. gore nmin’ 15 19 
conditioning, in which class 24 ji al- awson Y.M.C.A., : icago Ave. rick-Conlon 20 30 
ee eee oe tos ont fe aeine Beauty Shops Hardings, 68 W. Madison St. Midwest-Auster 25 28 
the city’s total of air-conditioned Charming Beauty Shop, 4931 Sheridan Rd. os 5 Bt ney Club 150 Ontario” Wabash Ave. pond a Sih ona a om 
homes to 44. For the 1935 half-vear Charming Beauty Shop, —_" Lawrence Ave. : 2 Blackhawk Cafe, 39 E. Randolph St. Reliance-H. P. Reger 15 18 
a year, | Clyde's Beauty Shop, 3951 W. Lawrence Ave. York 5 514 Riccardo Studio Restaurant, 437 Rush St Freezeasy Elect 6 6 
six residential jobs were done. Ferrell Beauty Shop, 1442 Howard St. Reliance-Robinson 3 3 : F y ~ 
Another loss was in the private Jaqueline Cochran's, 700 N. Michigan Ave. Kelvinator 15 17 78914 91014 
office field, where 25 installations to 33 26%4 
the end of June compared not too 
favorably with 49 for all of last year, D tist Stores, Candy 
and a total of 109 to the end of 1934. entists Andes Candies, 1583 Milwaukee Ave. Westerlin & Campbell 1 1% 
However, gains in both the abov~ | pr. arthur Elfenbaum, 3460 Lawrence Ave. lig-Advance Htg. 1 1% | Andes Candies, 7354 8 Ashland Ave. Westerlin & Campbell 144 i 
fields may be expected, since two | Dr. Harold O. Hansen, 25 E. Washington Frigidaire % 1 Andes Candies, 4013 W. North Ave. Westerlin & Campbell 11% 1% 
ordinarily big months in summer | Dr. Theo. H. Mayday, 3000 N. Cicero Ave. G-E—Walter Kemp 1. 1 Andes Candies, 3160 Lincoln Ave. Westerlin & Campbell 1% 1% 
conditionin ‘Jul and August. are Dr. George L. hite, 1951 Irving Pk. Blvd. West.-Kroeschell My Andes Candies, 3948 Lawrence Ave. Westerlin & Campbell 2 2 
gy seen ee - a lao an 4 — : Andes Candies, 4001 Lincoln Ave. Westerlin & Campbell 1% 1% 
. 4 ——_ 
The data on Chicago applications 10 ll 
are divided into two tabulations. The ° 
first table is a general summary of Drug Companies Stores, Dept., Clothing & Shoes 
installations before and during 1934 Windemere Drug Store, 1642 E. 56th St. Wendt & Crone 10 10 Universit F 
" ’ y of Chicago (4 Stores), 919 E. 68rd St. Walker Jamar 15 17 
and for the first half of this year. | fdler Drug Co, a ie beck Blvd } th Aaa s 10% Peck & Peck (Sports Wear), 28 8. Michigan Ave. Carrier-AirComfort 5 614 
The second table is divided into y Rey £ : ] B&G Garment (Dresses), 337 S. Franklin Columbia Sht. Metal 5 6 
Thomas Hasbrouck, 5600 W. 63rd St. Airtemp 3 3% Gray Garment Co. (Dresses), 337 S. Franklin Columbia Sht. Metal 2 3 
various classifications (banks, restau- | Service Drug Co., 1201 N. Dearborn Ilg-York 7% : H. N. Fried Co. (Dresses), 337 §. Franklin Columbia Sht. Metal 3 5 
rants, theaters, etc.) and gives the | Stineway Drug Co. 6301 8. Kimbark Ave. G-E 8 Jacques, Inc. (Dresses), 545 N. Michigan Ave Vilter 20 £ 
. 4 Z , Liggetts Drug Store, 1960 E. 7ist St. Ilg-Wendt & Crone 10 18% N de Hosiery, 2032 E. 7ist St P West.—A bled BY, “3 
name and address of the establish- | Walgreen Drug Store, 6257 S. Woodlawn Ave. Assembled 7% 73, es seer Me}. ' mod pacts tf 2 2 
t i hich the installation was , (2 (4 Neumode Hosiery, 4641 Broadway West.—Assembled 316 3% 
ment in whic . € $3 Weathered Misses Shop, 950 N. Michigan Ave. Westerlin & Campbell 15 17 
made, the name of the firm making Goldblatt’s Dept., 91st & Commercial G-E—Mehring 250 288 
tae, inate fia sac at ihe Ga er ae eee Setemayen = fp 
: » ‘ : ‘ (9) i - 
steal nenepewer tng,” | Hospitals : ecm a te MA ng SE arcomint aff 
ALIN. l, ; i . . ae "Connor oldberg oe), eridan ‘ arrier-Air Comfor 
Extension of air-conditioning appli- | ¢"Yiukes Hospital, 1439 8. Michigan @-E_Doherty 30 ii | Feltman Curme (Shoe), 134’ N. State St. York 6 6 
cations, particularly in theaters and i seed agian 
‘ : 34512 39814 
restaurants, to the outlying neighbor- 30 36 
hoods, noted in 1934, continues this 
year, as a glance at the detailed Hotels Stores, Food 
tabulations will indicate. Davidson’s Bakery, 1617 Howard St. Norge-Sampson 2 2 
sperman petal, yg a seg e er 7 125 
eridan aza, eridan - ‘0 23 2 
2 ~—8_ |: Stores, Miscellaneous | 
125 148 Wittbold Flower Shop, 631 N. Michigan Ave. Frigidaire 3 3% 
Kresge Store, 26 S. State St. Carrier 80 85 
» > . Kresge Store, 6300 S. Halsted St. Carrier 80 85 
Industrial Application Rembrandt Lamp Co., 666 guake Shore Dr. Norge-Sampson Pi) 28 
Bake ot a hop, 310 S. See Ave. York-Sampson 3” 4 
Deer Park Baking Co., 1728 N. Kilpatrick. Reliance 1 1 a a a a ae lig aa = 
Canady 19134 20534 
Mrs. — Candy, 481 Milwaukee Ave. Burge 20 30 ° : 
Curtis Candy Co... $37 B, Lllinois Wittenmeier 75 180 Studios 
“ ; stern Ave. + 
ee ee . — _, 11% | WGES Radio Studio, 128 N. Crawford Frigidaire 1% 1% 
105 2211, 
Printing 
Alco, Gravure, 2436 W. a o Frigidaire 60 70 Undertakers 
U. S. ue rin Dis ; onroe q - Z 3 9 
Henneberry Co., 4001 Ravenswood Ave. West.-Kroeschell 40 45 ly ggy Bonne 936 B, A7th St. eeiber Jamar 15 rt 
Manz Corp., 4043 N. Ravenswood Ave. G-E 1 1 E. J. Sullivan, 245 W. North Ave. Kroeschell 11 12% 
a a age Sheehy Chapel, 7653 S. Halsted St. Standard Air Con. 0 2 
ee 103 118 John Cc. Kruse, A 21st. St U. 8. Air Cond, 9 2 
om 2 ern, ackson vd. : g—Advance Htg. 
Keuffel & Esser, 520 S. Dearborn St. (carbon paper) Kroeschell 3 3% a i 
Mushrooms Growers Assn., 18 S. Water Market York 3 3 SS Se See ye. See Tope Saves ss 
(mushrooms) 63 75 
Bauer & Black, 2500 S. Dearborn St. (adhev. tape) Trane 15 15% 
Griswold Walker m~—y hy Ss. Ry ig St. Pee eee a 
Universal Film Co., 841 8S. Wabas ve. (screen room orge-Sampson Mo 4 ® ® 
Fabart Instrument Co., 4740 N. Clark St. Drying Systems 0 32% f Theaters, Electric Refrigeration 
— Vogue Theater, 3810 Broadway Wittenmeier 125 142 
64 102 Irving Theater, 4003 Irving Park Blvd. Wittenmeier 100 115 
Buckingham Theater, 3319 N. Clark St. Wittenmeier 60 70 
| Offi & B Idi Davis Theater, 4614 N. Lincoln St. Wittenmeier 1c0 115 
Genera ices uiidings Devon Theater, 6225 Broadway Wittenmeier 60 75 
Acme Steel Co., 101 E. 134th St Carrier 10 12 Keystone Theater, 3912 Sheridan Rd. Wittenmeier 50 60 
Morton Bldg. (22nd Floor), 208 208 W. Washington Kroeschell 9 13 Illington Theater, 2116 W. 22nd St. Wittenmeier 15 80 
c 298 N. LaSalle St Cheenler 3 3 Michigan Theater, 110 E. Garfield. Wittenmeier 100 10) : 
Chicago Airtemp pond 4 nN ale St yada me 3 3 Alba Theater, 4816 N. Kedzie Ave. Kroeschell 75 75 ’ 
Chicago Airtemp ‘eo — e Fricidair 5 5 Biltmore Theater, 2046 W. Division Kroeschell 75 75 
ane Rigg ggg i” les gy pm Krcoschall 8D % Lakeside Theater, 4730 N. Sheridan Rd. Kroeschell 75 75 
Lathrop Paulson, 2459 W. 48th St. Westerlin & Campbell 5 6% yg — , soe 7 : Pond Faas oo 4 Su " 
Florsheim Shoe Co., 541 W. Adams St. Carrier 45 54 Armitage Theater 3553 W. Armitage Ave G-E 40 43 - 
Wilson & Mcllvain, 100 W. Adams St. G-E 8 0% | Gees Shaater G08 & dshene kee GE 30 30 ' 
Wilson Steel & Wire, 4830 S. Western Ave. Kelvinator 5 6 Sarkwe Theater, 2738 N. Clark St F G-E 20 25 ; 
International Register, 15 S. Throop St. Frigidaire 5 5% Portage. Park, 4050 Milwaukee Ave. G-E 80 80 - 
Joslyn Mfg. Co., 3700 S. Morgan St. Carrier-Air Comfort 5 5% | Roseland Theater, 11331 S. Michigan Ave York 50 50 | 
Hay Fever Assn., La Salle Hotel Kelvinator 2 2 Parkw Theater’ 11053 S. Mi his, Ave. West.-K hell 50 50 
Phoenix Dye Works, 1963 Southport Ave. York-Wendt &Crone 5 5% = > “ee a core ee lle nage ap 
Electromotive Corp., 100 W. Adams St. Frigid.-Wendt & C. 3 315 State Theater, 11018 S. Michigan Ave. Westerlin & Camp. 100 100 
Callaghan & Co., 410 E. Ohio St. G-E—McDonald Trun 7% 914 1,365 1,46114 
The Cromwell Paper Co., 4805 S. Whipple Advance Htg. 6 ’ ) 
Link Belt, 300 Pershing Rd. West.-Kroeschell 10 11% : 
* 
21414 24914 Theaters, Water Washed Air 
Midway Theater, 6246 Cottage Grove U. S. Air Cond. 0 15 | 
O f fj p J f ok awr, Theater, 1125 Bryn — Ave. mg a a : 2 ‘ 
ices, Private ag eg gla ug Air Cond : 
amen Ave. U. S. Air Cond. 0 20 I 
First United Finance Co., 215 W. Randolph St. Strang et Wy Lexington Theater, 715 S. Crawford U. S. Air Cond 0 20 c 
Chas. E. Gambill, 2459 Michigan Ave. ‘Kelvinator 1 Paulina Theater, 1339 N. Paulina U. S. Air Cond 0 20 
Mr. Semapeen. 3201, Michigan Ave. . Ft ,* 2” a al ——. gg MR Ave. S . yo none : = 
Sears, Roebuck (Barker oman Ave. rigidaire ax L. Gumbiner, ilwaukee a r Con } 
Friedman, ep _, x. Monroe St. | oy lle 2 2 y yates a. =. —- “se. on U. = _ Cond. ° " ‘ 
Albert Pick r. . acker igidaire 2 V2 ustin eater, ‘ adison ‘ aiser Co. : 
Great Lakes Bredes & pam oe 104 ‘¢ "Michigan Ave. ree z *, Karlov Theater, 4048 W. Armitage Ave. Kaiser Co. 0 25 
Mr. MclIlvaine, rang Me a : 
Mr. Wilson, 100 W. Adams St. G-E 1 1% 0 2011. 
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AIR CONDITIONING 


G-E Furnace Dealers 


Will Cooperate with 
Heating _ Contractors 


BLOOMFIELD, N. J.—Cooperative 
sales arrangements which a number 
of General Electric air-conditioning 
franchise dealers in various sections 
have worked out with heating con- 
tractors in connection with the sale 
of oil and gas furnaces, may now be 
extended generally, J. J. Donovan, 
manager of G-E’s air-conditioning 
department, stated last week. 

“Since the introduction of the G-E 
oil and gas furnaces, heating con- 
tractors who have been doing install- 
ing work for G-E franchise dealers 
have had frequent opportunity to 
cooperate with them in the sale of 
furnaces. 

It is now planned to promote such 
pleasant cooperative relationships 
between dealers and heating con- 
tractors on a_ widespread basis 
throughout the country. 

“The program advanced by G-E 
dealers will enable heating contrac- 
tors to share in the profits on all 
cooperative sales of oil and gas 
furnaces, in addition to making in- 
stallations.” 


95-Year Old Building 
Houses Conditioning 
Dealer’s Office 


ALBANY, Ga.—From_ blacksmith 
shop to headquarters for one of the 
most modern appliances of today— 
air conditioning—is the history of a 
95-year old building in this city, now 
the home of the Keenan Auto Parts 
Co., exclusive air-conditioning dealer 
for Kelvinator. 

In a city of only 15,000, the Keenan 
Co. has established a record with the 
sale of three air-conditioning instal- 
lations in the first two weeks of 
operation as a Kelvinator dealer. 

Back in 1840, when the building 
was constructed, the Empire Smith- 
ing Co. shoed horses in it, repaired 
buggies, and wagons, and through 
the center door, or driveway, passed 
the vehicles of that day onto a toll 
bridge across the Flint river. 

Completely modernized, the building 
could hardly be recognized today as 
the same one, with its modern front 
and wide windows for display of up- 
to-date equipment, including air con- 
ditioning. The horses and wagons 
have gone, and even the old toll 
bridge has been torn down. 


57 Conditioners Sold 
In Baltimore in 
First 6 Months 


(Concluded from Page 1, Column 4) 
1935. Five systems were put into use, 
whereas an even dozen were reported 
as being in use at the start of the 
year. 

One of the city’s food stores in- 
stalled a system of 16 hp., to bring 
the total in that class to five. A small 
installation, of 5 hp., was also made 
in a local hospital. 

Three additional installations, made 
during the first half of the year, 
are unclassified. 

An indication that air conditioning 
is becoming increasingly popular in 
the city’s small business plac*s and 
residences is shown by the following 
tabulation, which gives number of in- 
stallations and average hp. for before 
1934, during 1934, and for the first 
half of 1935: 


Average 

No. of Hp. Per 

Instal- Total Instal- 

lations Hp. lation 

Before 1934 ...... 72 3,608 50.1 
During 1934 ...... 74 1,973 26.6 
First 6 Mo. 1935.. 57 1,598 28.0 
oe 203 7,179 35.03 


‘Split-System’ Installed 
For Night Club in 
FReno, Nevada 


RENO, Nev.—What is said to be 
the first large air-conditioning system 
in the state of Nevada has been 
installed in tha Reno Country Club, 
comb:nation country and night club, 
which op-ned here recently. The 
installation was made by Electrical 
Appliances, Inc., of San Francisco, 
General Electric air-conditioning 
dealer for this territory. 

The plant is of the type known as 
a “split system,” in which part of 
the club is heated by warm air, part 
by steam, in order to provide the 
most effective heating, cooling,- and 
ventilation in relation to the archi- 
techural and physical characteristics 
of the various rooms and spaces. 


How ‘Split-System’ Is Used 


Warm air in winter and cool air 
in summer is furnished to the bar 
and dining room, while the card room, 
lounge, and cocktail promenade, lo- 
cated on a glass-enclosed porch, are 
stcam-heated in winter and ventilated 
in summer. 

Equipment comprising the G-E air- 
conditioning system includes three 
oil furnaces for heating, a 20-hp. 
compressor to supply the refrigera- 
tion for cooling, 12 unit evaporators 
for cooling and dehumidification, 
three fans of 14% hp. each, to force 
the proper air circulation, filters to 
clean it, and ductwork to distribute 
it to the rooms. 


Circulates 12,000 C.f.m. 


The system is designed to circulate 
12,000 cf.m. of conditioned air, of 
which 9,000 cu. ft. are drawn from 
the outside in summer, and 4,000 cu. 
ft. in winter. Its cooling load is 
160,000 B.t.u.’s per hour, equivalent 
to about 13 tons I.M.E. in 24 hours. 
Heating load is 550,000 B.t.u.’s per 
hour. 

Capacity of th> club is 300 persons. 
At the gala opening, however, a much 
larger crowd was present, and the 
system handled this additional load 
satisfactorily. 


Elevator Shaft Utilized 


In Complete System 
For Texas Hotel 


SAN ANTONIO, Tex.—With the 
completion of this summer’s thorough 
modernization program for the St. 
Anthony hotel in San Antonio, that 
hostelry will have a complete cen- 
tral system of air conditioning for 
the lobby, guest rooms, dining rooms, 
drug store, barber shop, offices, and 
assembly rooms. 


The air-conditioning system is be- 
ing installed by the York Ice Ma- 
chinery Corp., and is of the central 
type, distributing conditioned air 
through a complete system of duct 
work. The air will be cooled and 
dehumidified in the summer, heated 
and humidified in the winter, and 
cleaned and _ circulated the year 
‘round. 

Supply ducts for the guest rooms 
are built into ceilings of the hallways, 
and furred in to harmonize with the 
decorations. 

Feature of the installation is the 
fact that an abandoned elevator shaft 
is being utilized for return air ducts, 
thus minimizing the alterations need- 
ed inside the building. 

The’ refrigerating equipment’ to 
furnish cooling consists of a standard 
York Freon  water-cooling system 
using two 12% in. by 10 in. double 
cylinder compr-ssors each driven by 
125-hp. motors. Refrigerated water 
from the water ccolers is pumped to 
four standard York air washers in 
which the air is conditioned, and 
then distributed through the duct 
system. 


Summary of Baltimore Air-Conditioning Installations 


Type of Prior to 1935 During lst 6 Mos. 1935 Total 
Establishment No. Hp. No. Hp. No. Hp. 
Barber Shops and 

Beauty Parlors ....... 5 39 5 39 
Drug: and 

Confectionery Stores... 6 95 8 106 14 201 
Department Stores ...... 7 888 5 433 12. 1,321 
PO an iencacces 5 20 1 16 6 36 
Public Buildings ........ 4 400 Y 4 400 
a ee 4 47 1 5 5 52 
er el ee 9 494 2% 9 44 
oo ee 18 310 5 259 23 569 
Ge ikiesakeeGe ueeecs 26 220 12 102 26 22 
Banks and Brokerages .. 8 478 -s 8 78 
FUMIE | GnuraNeGoced osx 14 24 9 17 23 41 
Specialty Shops ......... 12 118 5 79 17 197 
TRE a bstcbeteciecsss 21 2,358 8 413 29 2,771 
Miscellaneous .........0> 7 90 3 168 10 258 


Summer Comfort for a Beauty Parlor 


Birmingham G-E Dealer 
Takes on Stoker Line 


BIRMINGHAM, Ala. — James 
Arthur Smith, Inc., local dealer for 
General Electric air-conditioning 
equipment, has just taken on the line 
of “Fire Tender” domestic and com- 
mercial stokers manufactured by the 
Holcomb & Hoke Mfg. Co. 


Stated James Arthur Smith, Jr., 
vice president of the distributorship, 
in signing up to handle the line: 
“The householder has become so sold 
on the idea of ‘pushbutton’ service in 
the matter of all kinds of home 
modernizing equipment that it is a 
simple matter to prove the economy 
and convenience of ‘pushbutton’ 

heating.” 


* * ® 


PITTSBURGH—The beauty salon 
of Boggs & Buhl department store 
here has been equipped with an air- 
conditioning system which maintains 
a temperature differential of 12° F. 
in the summer, with 50 per cent 
relative humidity, by means of com- 
pensated temperature controls. 


The system, installed by the Dan- 
forth Co., Westinghouse air-condition- 
ing dealer here, consists of a con- 
densing unit located in the basement, 
with a_ specially designed central 
station air-conditioning unit above the 
ceiling of the salon. 

Air is distributed by a series of 
ducts, and return air is similarly 
earried back for recirculation. A 
connection to an adjacent window 
provides for the introduction of fresh 
air. Total air circulation is approxi- 
mately 5,500 c.f.m. 


Crowder Distributes 
York in Allentown 


ALLENTOWN, Pa.—H. N. Crowder, 
Jr., president of the H. N. Crowder, 
Jr., Co., announced that he has signed 
a franchise to handle York commer- 
cial refrigeration and air-conditioning 
equipment, at a banquet in celebra- 
tion of the company’s 25th anniver- 
sary in the electric and mill supply 
business, held at the Americus hotel 
here, recently. 

In attendance at the banquet were 
representatives from Crowder’s main 
office and from the branch office in 
Eaton, Pa. York Ice Machinery Corp. 
was represented by 8S. B. Lebair, sales 
manager of the Philadelphia branch; 
Cc. C. Strauch, branch commercial 
supervisor; Paul Carlson, assistant 
national supervisor; C. R. Logan, 
regional commercial supervisor; Frank 
White, commercial service manager; 
and A. Christenson of the Philadel- 
phia branch. 

The Pennsylvania Power & Light 
Co. was York distributor in this terri- 
tory until this summer, when that 
utility company decided to go out of 
the merchandising business. 

J. W. Taylor, formerly in charge of 
Pennsylvania Power & Light Co.’s 
commercial refrigeration department, 
will head Crowder’s new division. He 
will be assisted by two sales engi- 
neers. The company is also inaugurat- 
ing a service department for house- 
hold and commercial refrigeration, 
and for air conditioning. 

As a demonstrating show room, the 
distributor’s commercial division has 
been air conditioned with a York 
F-125 floor type unit operating in 
conjunction with a 1-hp. Freon con- 
densing unit. The treasurer’s office 
is air cooled by a portable unit. 

Officers of the company, in addi- 
tion to Mr. Crowder, Jr., are: C. F. 
Crowder, vice president; N. C. Shep- 
herdson, treasurer; and E. W. Kuhns- 
man, manager. 


Thermostatic 
Expansion 
Valve 


Either Gas or Liquid Charged— 
Sensitive, efficient and dependable 
on either low or high temperatures. 
Thermostatic element proyides auto- 
matic operation. Assures full flow 
and maximum tonnage. Furnished 
in two orifice sizes, one for 1 Ton 
of Sulphur Dioxide or 
Freon and the other for 
2 Tons. 


Adjustable —_ for 


No. 261 Cabinet 
Thermostat 


Positively insulated 
against both radiant 
and conducted heat. 
A high voltage control 
entirely concealed with 
knob only on _ outside 
of cabinet. Permits 
integral wiring of a 
portable cabinet heater 
or cooler. 


No. 250 Refrigeration 
Control Switch 


For the accurate control of low 
side temperatures 
furnished in several models to 
meet any given set of conditions. 
both = operating 
range and differential. 


or pressures-— 


No. 785 


Delubaloy 


No. 672 Automatic 
Expansion Valve 


Constant pressure valve appli- 
cable to refrigerating units of all 
sizes up to 4 tons of Methyl 
Chloride or 2 Tons of either 
Freon or Sulphur Dioxide. Oper- 
ating range 25” vacuum to 15 lbs. 
pressure normally—can be fur- 
nished also with special spring 
for pressures up to 50 Ibs. 


No. 697 Humidistat 


Accurate low voltage instru- 
ment to control humidity. 


Expansion Valve 


Gas Charged for minimum 

motor load and high motor ideally suited to factory 

efficiency. Furnished in two 

orifice sizes, one for 14 

Tons and one for 20 Tons. ly refrigerated. Capacities 
673. 


Thermostatic No. 674 Thermostatic 
Expansion Valve 


Non-Adjustable Gas Charged 


assembled refrigerating units. 
Keeps evaporator complete- 


needle and seat same as No. 


for highest wear and cor- 
rosion resistance. 


No. 640 
Electric Valve 


Quiet operation— 
no A.C. hum and 
no chance of ham- 

No. 683-R mer in_ the line. 
Solenoid Valve 


Large capacity Sole- 
noid with greater 
lifting power. Con- 
trols either water or 
refrigerant. Furnished 
with 7/32” orifice. 


No. 444 
Room Thermostat 
Low voltage temperature 
control for either heating or 
cooling. 


DETROIT LUBRICATOR COMPANY 


DETROIT, MICHIGAN, U.S.A. 
CHICAGO, ILL.—816 S. Michigan Ave. « LOS ANGELES, CALIF.— 3251 Wilshire Blvd. 
Canadian Representative—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, Montreal, Toronto, Winnipeg 


DIVISION OF AMERICAN RADIATOR & STANDARD SANITARY CORPORATION 


NEW YORK, N. Y.—40 West 40th St. 
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| MASTER SERVICE MANUAL 
| Chapter 7—Motors 


Operating Characteristics of 
Repulsion-Induction Motors 


By K. M. 


Although electric motors used in 
refrigeration service constitute a 
separate study in themselves, it is 
necessary for the service man to have 
a reasonable knowledge of the func- 
tion of the several types and makes. 

A very large percentage of service 
ealls is due to motor troubles. By 
the same token, a large percentage 
of motor trouble is due to some 
other part of the refrigeration sys- 
tem. Careful check on the entire 
system should be made before defi- 
nitely placing the blame for the 
trouble with the motor. 

Due to the frequency with which 
the refrigerator motor starts, and 
its heavy load, motors must be of 
sturdy construction and have a high 
starting torque. The motor must also 
be able to start and run with a 
minimum of noise. 


Newcum 

cut away to illustrate the _ rotor, 
commutator, and rocker arm brush- 
holder assembly. 

Fig. 119 shows the same type of 
motor cutaway to reveal the short 
circuiting necklace and brush-lifting 
mechanism. 

The electric current, on the start, 
is supplied through the brushes to 
the commutator, until the rotor at- 
tains about’ three-fourths normal 
speed, at which time, by the action 
of the mechanism, the brushes are 
lifted off the commutator and the 
motor runs on induction. 

When the motor is assembled, the 
rotor is properly centered or lined up 
with the stator and sufficient thrust 
washers (shims) are placed on each 
end of the shaft between the shoulder 
of the shaft and the bearings to 
reduce end play to a minimum, yet 


What's Inside the Motor 


Long Goose 
Neck Oiler 


Index Pointer 


Rocker Arm 
Brushholder 
Assembly 


Oil Well Cover 


Index Clamp Screw ———* 


Commutator 
Through 
Bolt 
Through 
Bolt Nut 


Conduit 


Box 


Small Oile: 


Rubber 
Mounting 
Cushion 
Cushion 
Thimble 
Dust Cap 


Base 


Fig. 118—Typical Wagner repulsion start-induction run fractional 
horsepower motor with portion of the stator and frame cut away to 
reveal rotor, commutator, and rocker arm. 


70. Repulsion Start— 
Induction Run Motors 


Most all motors used on automatic 
refrigeration (where alternating cur- 
rent was available) up to a few 
years ago, were of the repulsion 
start-induction run type. 

A typical Wagner repulsion start- 
induction run, commonly called re- 
pulsion-induction motor is shown in 
Fig. 118. A portion of the frame is 


allow the rotor to turn freely. 

From the two cut-a-way illustra- 
tions, Figs. 118 and 119, the actual 
function of the several parts may 
be followed. When electric current 
is off and the electric switch is open, 
the brushes are in contact with the 
commutator, the short. circuiting 
necklace is “in” and insulated from 
the commutator. 

The governor spring is holding the 
spring barrel, the brushholder, and 
the short circuiting necklace “in,” 


expansion valve. 


121 N. Broedway 


the construction 


of any expansion valve determines whether the valve 
gives satisfactory service or not. 

Study the above cross section. It will show you why 
the Model 220 is becoming a popular thermostatic 


A minimum number of parts are used. Entire body 
is made of brass forgings and the needle is made of 
stellite. It has a double diaphragm and is accurately 
made. The entire unit is chromium plated. 

That’s why the Model 220 is super-sensitive and assures 
an even flow of refrigerant at all times. 


Its time to investigate the Model 220. Write today. 


AUTOMATIC PRODUCTS COMPANY 


Milwaukee, Wisconsin 


Master Service Manual 
To Be Published 
About Jan. 1 


Published in this issue is Chap- 
ter 7, Instalment 1 (“Repulsion- 
Start Induction-Run Motors”) of 
the Master Service Manual, pre- 
pared by EK. M. Newcum. The 
manual is being published serially 
in Electric Refrigeration News, the 
first instalment appearing in the 
April 10, 1935, issue. Wheh all the 
chapters have been published in 
the News, the information will be 
put in book form, with consider- 
able supplementary material. 


This manual of information on 
the design and operation of present- 
day refrigeration systems will add 
to the service man’s knowledge, 
and will assist him in meeting 
specific problems in servicing oper- 
ations in the field. 


Our supply of some of the back 
issues has been sold out. In order 
to meet the demand for the com- 
plete series we make the following 
offers to service men: 


(1) Send $3.00 for a year’s sub- 
scription to Electric Refrigeration 
News to start now (or as far back 
as we have issues available) and 
we will send reprints of all previ- 
ous Newcum articles in pamphlet 
form (size 644x834 inches). 


(2) Send your advance order for 
a copy of the Master Service 
Manual, enclosing $3.00 to pay for 
the complete book, when published, 
and we will send you free of 
charge, reprints of all the Newcum 
articles published in the News up 
to the present date (chapter 1 
through chapter 6). These reprints 
will be in pamphlet form (size 
644x8%4 inches). 


Following is an outline of the 
subjects and the dates of the 
weekly issues of Electric Refrigera- 
tion News in which the material 
was published: 


Chapter 1—THEORY OF REFRIG- 
ERATION (April 10). 

Chapter 2—PRINCIPLES OF ME- 
CHANICAL REFRIGERATION 
(April 17). 

Chapter 3—COMMON REFRIGER- 
ANTS (April 24). 


Chapter 4—CONDENSING UNITS. 

Instalment 1: he tae of various 
compressor parts (M " 

Instalment 2: canine f~ seals, 
ywheels, and _ direct-connected 
units (May 

Instalment 3: rotary compressors 
(May 29) 

Instalment 4: care and_ servicing 
of shut-off valves and gaskets 
(June 5). 

Instalment 5: condensers (June 12). 

— 6: liquid receivers (June 


Chapter 5—EVAPORATORS. 

Instalment 1: flooded evaporators 
oo low side float valve (June 

). 

Instalment 2: high side float valves 
and flooded evaporators (July 3). 

Instalment 3: automatic expansion 
valves (July 10). 

Instalment 4: automatic expansion 
valves. —continued (July 17) 


Instalment 5: thermostatic expan- 
sion valves (July 24). 


Chapter 6—CONTROLS 

Instalment 1: low pressure controls 
(July 31). 

Instalment 2: low pressure controls 
continued (August 7) 

Instalment 3: thermostatic controls 
(August 14). 

Instalment 4: thermostatic controls 
continued (August 21). 

Chapter 7—MOTORS 


Instalment 1: repulsion start-induc- 
tion run motors (August 28). 


Also published in this issue is 
No. 20 of “Installation Operations” 
and No. 20 “Service Operations,’ 
two series of lessons outlined for 
the use of the service manager in 
instructing beginners. 


and these parts hold the governor 
weight rods “in” and the governor 
weights closed. 

When the electric switch is closed 
and current is supplied to the brushes, 
the rotor and governor weight assem- 
bly starts to rotate. The brushholder 
and brushes do not rotate. 


Under normal conditions within 10 
seconds after starting, the rotor is 
up to around 1,100 r.pm. The gov- 
ernor weights have thrown out suffi- 
ciently to overcome the _ pressure 
exerted by the governor spring and 
the governor weight push rods have 
pushed the spring barrel, the short 
circuiting necklace, and the _ brush- 
holder “out” or to the left in the 
illustration (Fig. 119). At this point 
the short circuiting necklace contacts 
the copper bars or the under part 
of the commutator and closes the 
circuit, changing the motor from 
repulsion to induction. 


With the current now flowing 
through the field windings, the motor 
immediately comes up to full speed 
of around 1,750 r.p.m. 

With this sudden increase in speed 
the governor weights throw out to 
their limit, causing the brushholder 
and brushes to be pushed out and 


INSTALLATION 
OPERATIONS 


& SERIES OF LESSONS OUTLINED FOR THE USE OF THE SERVICE MANAGER 
IN INSTRUCTING BEGINNERS IN INSTALLATION WORK 


No. 20—Putting System into Operation 
After Installation Has Been Completed 


By K. M. Newcum 


TOOLS NEEDED: 


PROCEDURE: 


Service Operations. 


uw 


~) 


for future service reference. 


Combination gauge set. set of adjustable and open-end wrenches 
bottle of 26 per cent ammonia if SO2, or soap and brush if methyl, 
Isobutane, or F-12, and valve wrenches. 


1. Check over all joints and connections to make sure they are tight. 


2. Purge the lines if flooded job, or purge the lines and the evaporator 
if dry expansion. Refer to Operations No. 5 or 6 under heading 


3. Test for leaks, refer to Service Operations No. 7 or 8. 
4. Move refrigerator to its proper location and close the doors. 
. Open the discharge shut-off valve all the way to the left. 


6. Open the suction line shut-off valve all the way to the left. 
(If flooded job, open the valves on the coil all the way to the left.) 


. Attach the compound and pressure gauge (combination gauge set 
if available) and put into operation. 


8. Put the compressor into operation by closing the electric circuit. 


9. Open the liquid line shut-off valve on the compressor slightly and 
let the compressor operate with the valve restricted for a few 
minutes, then open the valve all the way to the left. 


10. The system is now in full operation and should be allowed to 
operate with the gauges attached for at least one-half hour. 


11. Check the switch setting (if+low pressure control). 
it cannot be checked until machine has operated for 24 hours. 


12. Check the cooling coil (evaporator). 
If brine tank it will take several hours before frost appears. 


13. If direct expansion, check the expansion valve setting, but do not 
attempt to adjust until machine has operated for several hours. 


14. If the evaporator begins to frost and the operation seems normal, 
fill the ice cube trays with water, remove the gauges, placing the 
shut-off valves in their regular operating positions, install caps 
on all valves (if provided with caps, if not tighten packing nut 
on all valves)) clean up the mess in the basement and around the 
refrigerator, and clean any finger marks off the refrigerator. 


15. Stop the compressor and wipe it clean with a cloth. 


16. Instruct the user as to oiling the motor, changing fuses, and the 
approximate running condition of the machine. 


17. Put the machine back into operation. 


18. Instruct the user as to filling and removing the ice trays, also 
removing the ice cubes from the trays. Leave telephone number 


19. Check with instructor, as you would your employer or sunervisor. 


If thermostat, 


It should start to frost. 


away from the commutator. At this 
point the motor should be up to full 
speed and running as an induction 
motor. 

So long as the motor maintains its 
full speed or within approximately 10 
per cent of its full speed, the gov- 
ernor weights stay out and normal 
operation continues. is 

When the refrigerator has r-ached 
the desired temperature and_ the 
electric” switch opens, the motor 
immediately starts to slow down. 
With this slowing down the governor 
weights b2gin to close and the pres- 
sure of the governor spring starts to 
move the brushholder and _ brush 
assembly, the short circuiting neck- 
lace and governor weight push rods, 
inwardly, and the brushes touch the 
commutator. 
~Just as the motor is about to stop, 
the governor spring moves th» entire 
assembly back to its original position 
and the governor weights close. The 
brushes are now back in contact with 
the commutator and the short circuit- 
ing necklace is out of contact with 
the commutator, and the motor is 
ready to start again, on repulsion, 
when the current is again supplied. 

Very often some of the parts do 
not function correctly, throwing the 
motor out of normal operation. The 
governor weights are in two parts on 
the Wagner motor. They are hinged, 
and should swing freely when not in 
contact with the push rods. They 
may be expected to give little service 
trouble. 

However, if the motor has been 
running very hot for some time it is 
possible for some of the insulation 
and perhaps some excessive gummy 
oil to get between the weights and 
cause them to stick closed. If this 
condition exists, the motor will con- 
tinue to run on the brushes, for the 
brushes are thrown out only when 
the governor weights throw out and 
move the push rods, spring barrel, 
and brushholder assembly out. 

Governor weights are usually visi- 
ble through the opening in the pulley 
end plate. With the current off, a 
long slim screw driver or similar 


instrument may be placed between 
the weights. If they move against 
the spring pressure they are not 
stuck. If they are stuck, the motor 
should be disassembled and =:ll 
foreign matter removed from tte 
weights to prevent a reoccurrenc: >f 
this trouble. 

Under similar conditions the push 
rods may also be gummed up and 
either stick or bind, causing the 
motor to run on the brushes or cause 
the brushes to throw out slowly, and 
drag on the commutator. They may 
be removed for cleaning by removing 
the end plate, spring barrel assem- 
bly, ete., and then pulling the rods 
out with a pair of pliers. 

Where a motor has ben in service 


(Concluded on Page 138, Column 1) 


STRONG BACKS 


OMEONE has said, “The average man 

is worth $2.00 a day from his neck 
down, and what he earns over that, he 
earns with his head”. There is more profit 
in a trained brain than in a strong back. 
Hire an R-A-C-I Trained Man and you 
et a fellow who has learned to use his 
ead. He knows the “why” as well as the 
“how” of every job you can give him. 
He is trained” oor ht—under a program 
endorsed by noes manufacturers 
and under ay supervision of industry- 
appointed factory engineers. 
Write for ticulars of this officially 
endorsed training. 


REFRIGERATION AND AIR CONDITIONING 
INSTITUTE 
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How to Service and 
Repair Repulsion- 
Induction Motors 


(Concluded from Page 12, Column 5) 


for a long time, it is possible for the 
push rods to have become worn until 
they are too short, so that even 
though the weights are wide open 
they can not push the spring barrel 
and brushholder assembly out. 

It is well to check the rods for 
wear, and also check the _ spring 
barrel for wear at the point where 
it is contacted by the push rods. 
Wear on the spring barrel may be 
identified by a deep groove. Wear on 
the push rods will be noticed by the 
ends of the rods being worn off so 
that they are blunt. 

One of the most important parts of 
this type of motor is the short circuit- 
ing necklace. It consists of a series 
of copper bars or segments strung 
on a piece of wire, or a piece of 
copper fabricated so as to resemble 
a series of segments, which makes 
up a necklace shaped assembly. It 
is placed down over and into the 
space provided in the spring barrel. 

When it is back or “in” as shown 
in Fig. 119, it has no function. When 
it is pushed out by the action of the 
governor weights, it comes in con- 
tact with the commutator. 

Each time this contact is made an 
electrical circuit is closed and a very 
slight are results. This constant arc- 
ing, although very slight along with 
dirt, dust, and possibly oil from over 
oiling, may cause these copper bars 
to become very dirty. 

When these bars become coated 
with foreign matter, and at the same 
time the underside of the commuta- 
tor becomes dirty, the arcing in- 
creases to a point where very poor 
contact is made and very often under 
these conditions, the brushes will 
throw out several times before a good 
contact is made, or in some cases 
the brushes will not throw out. 

When this condition exists the 
necklace should be removed and if 
pitted, it should be replaced. If it is 
just dirty it should be sanded with 
sandpaper until the entire top surface 
of each bar is bright. A broken wire 
on to which the bars are assembled 
may also cause or be a result of this 
condition. 

If the wire is broken the bars may 
be restrung on a piece of broom wire. 
All of the bars should be restrung. 
The finished necklace should form a 
complete ring around the spring 
barrel with not more than % in. 
between each end. 

The under side of the commutator 
should also be sanded to a bright 
copper finish. This assures perfect 
contact between the bars and the 
commutator. 

The governor weight spring is of 
the compression type and is adjusted 
at the factory to allow the short 
circuiting mechanism to operate, that 
is, the brushes to throw out at not 
below 65 per cent of the rated speed 
of the motor as indicated on the 
nameplate, and not over 85 per cent. 

Should the brushes attempt to 
release at below 65 per cent of the 
full load conditions it is probable 
that the motor would be unable 
to pick up speed on_ induction, 
and would start to slow down. As 
the motor starts to slow down the 
governor weights close and_ the 
brushes again come into play, to run 
the motor back up to speed, so that 
they might permanently release. 

This is caused by too little pressure 
being exerted by the governor spring, 
and as the spring is adjustable it 
should be tightened slightly until, 
with the belt removed, the brushes 
throw out at around 75 per cent of 
the full rated motor speed. The 
motor should then be tested with the 
load attached. 

Operating properly, the brushes 
should throw out and stay out in 
from 6 to 10 seconds, depending on 
the size of the motor and the starting 
load. 

If the spring is too tight, the motor 
will run up over 75 per cent of rated 
speed before the brushes release. This 
condition may be identified by the 


Economical 


Assembly 


CE HARD RUBBER DOORS, RAILS, 

JAMBS and other parts are so 

well standardized in all dimensions 

that their use guarantees important 

labor economies in assembling into 

Display Refrigeration Equipment. 
* 


Our complete catalogue which we will send 
for the asking proves the simplicity with 
which our products may be incorporated - 
+n your structural plans. 
Write te 


“AMERICAN HARD RUBBER CO. 


* 11 MERCER STREET, NEW YORK. N.Y. 
“Akron, O. © 111 W Washington St., Chicago 
Fh alld A Ddblat bedi lEN Sonn 


Rotor of Repulsion—Induction Motor 
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Fig. 119—Typical repulsion start-induction run rotor used in fractional 
horsepower Wagner motors with portions cut away to reveal short- 
circuiting and brush-lifting mechanism. 


motor slowing down slightly after the 
brushes have thrown out. In this case 
the spring should be loosened slightly 
until the motor operates within or 
near the recommended limits. 

The commutator is made of copper 
bars separated and insulated with 
mica. The mica is harder than the 
copper, and as it is a non-conductor 
it is generally not affected by arcing. 
This commutator face against which 
the brushes ride must be bright and 
clean to make proper contact with 
the brushes on starting. 

A slight accumulation of dirt, oil 
or foreign matter on the commutator 
will act as an insulator and generally 
retard the starting of the motor. It 
may also cause the brushes to arc. 
The commutator may be cleaned by 
holding a piece of sandpaper against 
the commutator while the motor is 
running. 

If the commutator is rough, that 
is, has high spots between each copper 
bar, it is evident that the copper has 
worn down below the harder mica and 
that the mica is protruding. This will 
cause arcing, and will also result in 
very rapid wear on the brushes. 

Sandpaper and materials generally 
used for cleaning the commutator 
will not cut the mica as rapidly as 
the copper, and is usually not a sat- 
isfactory way to smooth down the 
roughness. It is recommended that 
the rotor be placed in a lathe and a 
thin cut be taken off the commutator, 
just sufficiently to smooth it or re- 
move any grooves made by the 
brushes. After taking off the cut the 
commutator should be smoothed with 
No. 1% sandpaper and then polished 
with No. 00 sandpaper. New brushes 
should be used with the reconditioned 
commutator. 

The motor brushes are assembled in 
the brushholder to a good fit, yet with 
sufficient clearance on the sides to 
allow a free movement. A tight brush 
will not respond to the action of the 
small springs which hold them in con- 
tact with the commutator, and may 
stand out away from the commuta- 
tor, even though the brushholder is in 
place. 

With any one or all of the brushes 
out of contact with the commutator, 
the motor will not start. If the 
brushes bind in the brushholder, the 
high spots should be removed by 
sanding them down on a flat block. 

Brushes wear short, and in some 
cases out of square on the face. 
Short brushes may cause the brush- 
holder to throw out several times 
before coming up to speed, or cause 
the motor to run constantly on the 
brushes. New brushes are inexpensive 
and easy to install. They should be 
replaced as often as necessary. How- 
ever, should frequent replacing be- 
come necessary the commutator 
should be closely examined for rough- 
ness. 

The brushholder should give many 
years of service, but it is possible 
for wear between the holder and the 
spring barrel assembly to cause the 
brushholder to come in contact with 
the commutator, or not throw out 
properly. The worn brushholder should 
be replaced and the spring barrel 
assembly should be checked for wear. 

Note that the design of the Wagner 
motor is such that the entire brush- 
holder moves in and out with the 
movement of the governor weights 
and spring. barrel assembly. The 
brushholder is provided with spring 
clips which hold the brushes against 
commutator on the start, and when 
the holder moves out, the distance 
is sufficient to move the brushes com- 
pletely clear of the commutator. 

A repulsion-induction motor may 
be operated in either a clockwise or 
counter-clockwise direction. The ma- 
jority of refrigeration compressors 
are designed for counter clockwise ro- 
tation of the motor. The direction of 
rotation is determined by facing the 
commutator end of the motor. 

When the motors are finally ad- 
justed at the factory under a load 
test to obtain the highest possible 
starting torque the index pointer is 
shifted, which by means of its con- 
nection to the brushholder, shifts the 
brushholder and places the brushes 
on the commutator to their best rela- 
tive location. At this point of highest 


- 


starting torque, the index clamp 
screw is tightened, securing the ad- 
justment. At this point a mark is 
made on the end plate to indicate the 
proper setting for the index pointer, 
should it become necessary in serv- 
icing to move the brushholder. 

A similar mark may be found op- 
posite this mark. The second mark 
indicates the proper setting for re- 
verse rotation. Between these two 
points is dead center. That is, with 
the pointer set half way between 
these two points the motor will not 
start as it cannot determine the 
direction of rotation. 

If under some unusual condition, 
it is necessary to change the brush- 
holder setting to obtain better start- 
ing conditions, from dead center the 
pointer should be moved in _ the 
direction of the desired rotation suf- 
ficiently to move the brushes about 
one and one-half bars on the com- 
mutator. 

The length of time required for the 
brushes to release should be checked 
under both no-load and load condi- 
tions. The brushes may be shifted 
slightly in either direction until the 
highest possible starting torque is 
located. The screw should be tight- 
ened to secure the’ adjustment. 


SERVICE 


PROBLEMS 


Refrigerant Pressures 


And Temperatures 


58 Sargeant St. 
Springfield, Mass. 
Editor: 

Just a friendly line to let you know 
what I think would be a great help 
to some that read your most valuable 
paper. 

In this town we have plenty of 
so-called service men. No doubt they 
are doing their very best, but that is 
not good enough. 

I have found men that could not 
read a temperature curve, and those 
men are the ones that are changing 
the refrigerant in the _ different 
household units. 

For instance, in the last two weeks 


-I have found four Copelands, old 


models, that were charged with Iso- 
butane at the factory, and three of 
them had burned-out motors. Two 
had been charged with methyl chlor- 
ide, one with Freon, and the fourth 
with sulphur dioxide. The last one 
was overcharged. 

Now, what I am getting at is this: 
how about K. M. Newcum running a 
series of articles in your paper, tak- 
ing sulphur dioxide as the best known 
refrigerant and comparing the head 
pressure and back pressure with 
other refrigerants. 

Here is an example of what I mean: 
sulphur dioxide will condense at. 60 
lbs. head pressure in a 70° F. room, 
but methyl chloride has to have 85 
lbs. head pressure, thereby increasing 
the load on the motor. 

Isobutane has practically the same 
pressure curve as sulphur dioxide, but 
what is the difference in the expan- 
sion valve if any? What is the pres- 
sure curve of Carrene as compared 
to sulphur dioxide? 

What are the changes to be made 
in changing from one refrigerant to 


another? 
C. McRay. 


Editor’s Note: Evidently Mr. Mc- 
Ray did not read Mr. Newcum’s 
articles in the April 17 and April 24 
issues of ELecTric REFRIGERATION NEWS 
this year, which answer most of the 
questions which he sets forth in his 
letter. 

These articles, dealing with “Physi- 
cal Properties and Characteristics of 
Common Refrigerants,” include a 
pressure-temperature chart. 

Another excellent article compar- 
ing the various refrigerants, written 
by A. H. Eustis, president, Virginia 
Smelting Co., was published in the 
Feb. 21, 1934, issue of ELectric 
REFRIGERATION NEWS. 


AMERICAN 


_ BUYER’S GUIDE 


MANUFACTURERS SPECIALIZING IN SERVICE 
TO THE REFRIGERATION INDUSTRY 


“GE PEERLESS THERMAL 
EXPANSION VALVES 


for Methyl Chloride, Sulphur Dioxide, 
Freon, and Ammonia 


1. No bellows to leak. 

2. No possibility of moisture condensation in- 
terfering with valve action. 

3. Tried and proven in every section of the 


country. 

4. Competitively priced. 

PEERLESS ICE MACHINE CO. 
CHICAGO TWO FACTORIES NEW YORK 


515 W. 35th St. 43-00 36th St. L.L.C. 


DAYTON VeBELTS 


There is a Dayton V-Belt made espe- ie . ma 
cially for all makes and types of refrig- ibe ee 
erators, washing machines and other 
appliances. A stock is available near 
you. Send for price list and name of 
your nearest distributor. 


THE DAYTON RUBBER MFG. CO. 


DAYTON, OHIO 
The world’s largest manufacturer of V-Beits 


TYPE KR— 


Stainless steel is used in the base, frame, side covers 
and other important parts of the Rancostat. No 
breakage. No corrosion. Plenty of room in this 


Stainless case for strong, rugged parts that work freely and 
Steel dependably over a long period of time. Write for 
K R Bulletin. 
Thermostat 


The Automatic Reclosing Circuit Breaker Co. 
Columbus, Ohio 


Rempe 


“FIN COILS” 


%4"" ©. D. copper tubing 
with aluminum fins 


340 N. Sacramento Blvd. 


Chicago, Illinois Kedzie 0483 
PIPE COILS and BENDS Send for catalog, price 
list and sample 


Methyl Chloride, Freon, Sulphur Dioxide and Ammonia 
STAN DARD REFRIGERATING APPLIANCE S\ 


al thes THERMOSTATIC 
. : EXPANSION VALVES 


Write. for bulletin on complete 
line covering refrigerating appli- 
ances, liquid line filters, dehydra- 
tors, acid neutralizers, standard 
parts and materials, service tools, 
shaft seals, bearing metals and 
parts. Descriptive literature will 
be gladly furnished on any or all 
si of these lines on request. 


INJECTOR COMPAN 


1481 - 14th. Street, 
Detroit, Mich. 


The 


silent 
panther Ky \ 
is a NOISY FOOL “ 


compared to a 


GILMER ELECTRIC 
REFRIGERATOR BELT! 


Wha we say the Gilmer Electric Refrigerator 
Belt runs silently, we mean... 8-i-l-e-n-t-l-y. 
Not a peep from it in operation. Not a whimper. 
There, in a nutshell, is why consumers like the 
Gilmer Electric Refrigerator Belt...why it’s putting 
excess weight in dealers’ cash registers. Write NOW 
for catalog containing complete details, including - 
belts for all makes and models. 
Each belt sleeved and marked for quick, easy 
identification. 


L. H. GILMER CO., Tacony, Philadelphia, Pa. 


| 


MAKERS OF THE 
WORLD'S BEST-KNOWN 
V-BELTS 


Specialists in quality belts since 1903 b'4 
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BUYER’S GUIDE 


| MANUFACTURERS SPECIALIZING IN SERVICE 
.TO THE REFRIGERATION INDUSTRY 


MAYFLOWER 
COMMERCIAL 
COMPRESSORS 


Invite Your Attention 


Aircooled and Watercooled SO2 
and Methy! Chloride Models 


1/3 H. P. to 2 H. P. 


Manufactured by 


HARDY MANUFACTURING CO., Inc., 100 Davis Ave., Dayton, Ohio 


CONDENSING UNITS 
AND 


COMPRESSORS 
FOR HOUSEHOLD REFRIGERATION 


JOMOCO, INC. 


A SUBSIDIARY OF THE 


JOHNSON MOTOR CO. 
Waukegan, Ill. 


CABLE ADDRESS: JOMOCO-WAUKEGAN 


a —_ 


KOCH COMMERCIAL 
REFRIGERATOR CABINETS 


All types and sizes of heavily insulated 
refrigerators and display cases. 


WANTED 
Distributors and Sales Agents 


Attractive sales proposition. Some good 
territories available. Many exclusive fea- 
tures. Write for information, and submit 
your qualifications. 


KOCH REFRIGERATORS 
North Kansas City, Mo. 


In your next beer installation, try this cooler and 

you too will be convinced. 

1. Insures not only customers, but also your 
satisfaction. 

2. Perfect beer dispensing, without any service calls. 

3. Not only cold, but carbonized “live beer’. 

4. No motors, no moving parts, easy to multiplex 
without any extra controls. 

5. In case of mechanical trouble, no interruption 
of customers business, can be used with ice. 


; IT HAS EVERYTHING & THE PRICE IS RIGHT 
ONE DRAW BEER COIL COMPANY 


Manufacturers of all kinds of Liquid Coolers 


435 Collinsville Ave., East St. Louis, III. 


ATTENTION REFRIGERATION DEALERS! 


PURO 
ELECTRIC WATER COOLERS 


Thoroughly reinforced all steel attractively 
finished cabinets. 


Different models of varying capacities. 


Write for details and sales prices. 


Puro Filter Corporation of America 
440 Lafayette Street, New York City Spring 7-1800 


<“DRY-KOLD”. 4 COMPLETE LINE! 


Refrigerator Display Cases 
Meat Coolers Fish Cases 
Complete Market Equipment 


Refrigerators for Hotels, 
Restaurants, Florists, 
Delicatessens 


Furnished with coils or without 


Territory open for good dealers 


The *“DRY-KOLD” REFRIGERATOR CO., Niles, Michigan 


oo Because it protects 
tomatic MOTOS cox" the motor from over- 
loads, it prevents the troubles caused 

by burned-out motors. Ermstat Fully Automatic 
Electric Motor Overload Protection decreases 

mT service calls and considerably lessens 
z spoilage of ice cream and other contents 


Hn | Write for details Ermstat Co. 1825-39 Wylie St. Philadelphia 
MELCHIOR, ARMSTRONG, DESSAU CO., INC., EASTERN DMSTRIBUTORS 
PHILADELPHIA, NEW YORK, BOSTON, BALTIMORE 


FULLY 
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PATENTS 


Issued August 13, 1935 


2,010,808. AIR CONDITIONER. Danicl 
L. Braine, Brooklyn, N. Y. Application 
April 1, 1933. Serial No. 663,932. 2 Claims. 
(Cl. 98—94.) 


2,010,907. REFRIGERATOR LATCH. 
Alexander F. Winters and George Earl 
De Voe, Grandville, Mich., assignors to 
Winters & Crampton Mfg. Co., Grandville, 
Mich., a corporation of Michigan. Appli- 
cation July 6, 1932. Serial No. 620,996. 
Renewed Nov. 14, 1934. 8 Claims. (Cl. 
292—66. ) 


2,010,927. REFRIGERATING APPARA- 
TUS. Charles L. Paulus, Dayton, Ohio, 
assignor to General Motors Corp., Dayton, 
Ohio, a corporation of Delaware. Appli- 
cation March 26, 1934. Serial No. 717,352. 
3 Claims. (Cl. 211—153.) 


2,010,930. SEAL FOR REFRIGERAT- 
ING APPARATUS. Clement J. Rowe, 
Dayton, Ohio, assignor, by mesne assign- 
ments, to General Motors Corp., a corpo- 
ration of Delaware. Application Jan. 22, 
1931. Serial No. 510,339. 4 Claims. (Cl. 
286—11.) ‘ 


2,011,079. REFRIGERANT COMPRES- 
SOR STRUCTURE. John R. Replogle, 
Detroit, Mich., assignor, by mesne assign- 
ments, to Copeland Refrigeration Corp., 
Mount Clemens, Mich., a corporation of 
Michigan. Application June 6, 1932. Serial 
No. 615,513. 5 Claims. (Cl. 230—230.) 


2,011,094. COOLING APPARATUS. 
Henry E. von Seggern and Ernest A. 
von Seggern, Escondido, Calif. Applica- 
tion June 29, 1932. Serial No. 619,897. 
11 Claims. (Cl. 62—115.) 

2,011,289. ICE CUBE TRAY. William 
H. Klyce, Jr., Detroit, Mich. Application 
Sept. 28, 1931. Serial No. 565,575. 14 Claims. 
(Cl. 62—108.5.) 


2,011,296. REFRIGERATION SYSTEM. 
Marion R. Moore, Atlanta, Ga., assignor, 
by direct and mesne assignments, of one- 
third to C. L. Emerson, Atlanta, Ga., and 
one-third to Bryan M. Blackburn, New- 
nan, Ga. Application April 25, 1932. Serial 
No. 607,474. 9 Claims. (Cl. 62—125.) 


2,011,379. REFRIGERANT CONTROL 
DEVICE. Lawrence C. Smith, Kenmore, 
N. Y., assignor to Fedders Mfg. Co., Inc., 
Buffalo, N. Y. Application Oct. 13, 1933. 
Serial No. 693,474. 2 Claims. (Cl. 297—8.) 


Minor Changes Made in 
Buckeye’s 1935 Model 


MANSFIELD—Some minor changes 
in design and a number of changes 
in the make of various parts have 
been made in the Buckeye model 600 
household electric refrigerator, the 
single model in the Buckeye 1935 
line, since the original description 
of the model was published in the 
Feb. 6 issue, dcclares R. G. Spreng 
of that company’s sales department. 


This model has 6 cu. ft. net storage 
space and has a shelf area of 10 sq. ft. 
Cabinet is made of hcavy gauge sheet 
steel with a one-piece porcelain 
interior. Insulation is 3 in. of Ther- 
mocraft on all sides but the top, 
which has 2 in. of insulation. 


Evaporator is the Mullins flooded 
type, finished *with a black porcelain 
exterior. It holds thre* single trays 
and one double tray, freezing 7% lbs. 
of ice at one freezing. 

The refrigerator is equipped with 
a Ranco control having three freez- 
ing speeds and a defrosting position. 
Compressor is a one-cylinder conven- 
tional reciprocating type, made by 
Dayton Pump Co. The %-hp. capaci- 
tor-start motor is made by Leland. 
A Chase fan-cooled fin tube condenser 
is employed. 


Skinner Chuck Co. Builds 
Special Piston Ring 


NEW BRITAIN, Conn.—Designed 
exclusively for refrigeration compres- 
sors is a piston ring now being 
manufactured by the Skinner Chuck 
Co. of this city. A special feature of 
th? piston ring is that it has ‘a 
bearing face. 

In the construction of the ring a 
white bearing metal insert is sup- 
ported by, and projects beyond, the 
cast iron piston ring. 

The bearing metal in its contact 
against the cylinder walls, being soft 
anti-friction metal, burnishes’ the 
cylinder wall and conforms to the 
irregularities of a worn cylinder. 

This is said to give a more perfect 
seal, a reduction in piston ring fric- 
tion, and to result in the elimination 
of scuffing and scoring. 


Conard Appointed Southern 
Representative for Gilmer 


ATLANTA—William W. Conard has 
been appointed southern representa- 
tive for the L. H. Gilmer Co., manu- 
facturer of belts for compressors, 
washing machines, and pumps. With 
headquarters in this city, Mr. Conard’s 
territory includes North and South 
Carolina, northern Georgia and Ala- 
bama, and eastern Tennessee. 
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SERVICE OPERATIONS 


A SERIES OF LESSONS OUTLINED FOR THE USE OF THE SERVICE MANAGER 
IN INSTRUCTING BEGINNERS IN SERVICE WORK 


No. 20—Changing Cartridge-Type Needle- 
Seat Assembly in Fedders Flooded Type 
Coil with a Spun-In Header 


By K. M. Newcum 


REASON: 

Same as in Operation No. 19. 
PROCEDURE: 

A. Attach compound gauge to compressor. 


B. Close the liquid line shut-off valve, either at the cooling coil or 
at the compressor. 


C. Refer to Operation No. 12, sections C, D, E, F, G, H, and L. 


D. Before going any further, make sure that the new needle-seat 
assembly and valve gaskets are in readiness. 


E. Put on a pair of goggles and have gas mask ready in case you 
have need for it. 


I’. Remove liquid line shut-off valve from header on coil by removing 
the cap serews that hold it in place. It is not necessary to remove liquid 
line from valve. 


G. Remove screen from inside of liquid line shut-off valve and replace 
with new one or clean the old one. 


H. Remove the old needle-seat assembly. If the needle-seat assembly 
is the old type, it will have a screw driver slot in the head and a screw 
driver is used to unserew or remove the assembly. If the needle-seat 
assembly is the later type, it will have a hex-head and a special Fedders 
No. 8454 wrench will be used to unscrew or remove the used needle-seat 
assembly. It is removed by screwing counter clockwise, as if you were 
removing a cap screw or wood screw. 


I. Insert new needle-seat assembly into place and tighten up in header 
until you hear a very distinct click. It is thus locked into place. 


J. Place a new alloy (metal) gasket on liquid line shut-off valve and 
install valve in place on the header. Be sure that the strainer is in place 
and is clean. Tighten the cap screws evenly and check the valve to make 
sure that it is properly seated and is in line. 


K. Open liquid line valve and allow a small amount of refrigerant to 
enter the coil. Test for leaks around the liquid line shut-off valve. 


L. Open all valves and put machine into operation. Check with 
instructor. 5 
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KRAMER 


COMMERCIAL EVAPORATORS 
 . 8a? « 2 «tees 8 140" &1%4" 
TUBE CENTER 

- Built to any overall sizes and capacities 


UNIT COOLERS — COOLING COILS — CONDENSERS 


TRENTON AUTO RADIATOR WORKS 


210-212 West 65th St. TRENTON 5114 Liberty Ave.. 
New York City New Jersey Pittsburgh, Pa. 


Refrigerator service men and dealers send for our 

catalogue No. 110 showing lowest net rices on. 

thousands of and accessories for makes. 
Write us on your letter head today. 


Te HARRY ALTER CO. 


1730 S. MICHIGAN AVE. CHICAGO, ILL. U.S.A. 


'/8000 ITEMS FOR ALL MAKES 
“ DOMESTIC COMMERCIAL AIR CONDITIONING 


An Old Established Supply House 


Distributors for Nationally advertised refrigeration 
parts and supplies including such well known lines as— 


RANCO, C-H AND TAG CONTROLS 


AS—BELTS 
IMPERIAL TOOLS, TUBING AND FITTINGS 
DETROIT AND MAYSON VALVES 


CATALOG 


FREE / Burstein-Applebee Company 


1012-14 MCGEE ST. Dept.R5 KANSAS CITY, MO, 


We have what you need for repair- 
ing and installing all types of do- 
mestic and commercial refrigeration 
equipment. Our stock is complete. 
Our service is speedy and accurate. 
We are as near you as your tele- 
phone. Send business card or letter- 
head for our elaborate Free catalog. 


WHOLESALE ONLY 


IMMEDIATE For Your Protection 
SERVICE AIRO SUPPLY COMPANY 


Successors to Utilities Engineering Sales C 
Telephone: DELaware 5350 408-10 N. Wells St., Chicago 


Group Subscription Rates 


oo et RVioee NewS 


The following special rates are for PAID-IN-ADVANCE subscriptions only in the 
United States and Possessions and Pan-American Postal Union Countries. Charge 
orders are billed at the single-subscription rate, regardless of number. Papers will 
be mailed to individual addresses. 


1935 Refrigeration Both Electric 

Electric Directory and Refrigeration News 

‘ Refrigeration Market Data Book and Refrigeration 

News (weekly) (2 volumes) Directory 
eo $3.00 $5.00 $6.50 
5 OP DO: GOs bac ccccnccsse 2.75 4.50 6.50 
PO TON Bins 60k kaxeasrns 2.50 4.00 6.50 
BP OE TOD GIs cb icccscscows 2.25 3.50 5.75 
50 or more each.............. 2.00 3.00 5.00 
78 OF DOTS GOO. voc cccvcceces 1.75 2.50 4.25 
100 OF MOF GRC... .ccccsccccces 1.50 2.00 3.50 

Por All Other Countries (Except Canada) 
errr err ee $5.00 $6.00 $9.00 
G OF WIGEO GHG. oi cs cccecsecces 4.75 5.50 8.50 
Bee Ns 6 6:6:54000%0 00508 4.50 5.00 8.00 
rf. Se rer yer 4.25 4.50 7.50 
WO Ge Sr Mss 65500200 00s005 4.00 4.00 7.00 
Canadian Rates (including tariff of 5 cents per copy on the News) 

2 WROOPTIIINS.. ss.ascs ciivcsared $6.00 $6.00* $11.00* 
DOP PS Bs i totic esiveioss 5.75 5.50* 10.50* 
2D GP MOBO GOORs oc cicccccessccs 5.50 5.00* 10.00* 
BP GE GG GOR. i sicc is ccvecvecss 5.25 4.50* 9.50* 
ee TT 5.00 : 4.00* 9.00* 


*Canadian subscribers are required to pay a tariff and excise tax on the Directory 
and Market Data Book which amount to $1.00, These extra charges on books will 
be collected by the Canadian postoffice at the time of delivery. (Please note that if 
the total amount of the order is over $25.00, there is an additional 3 per cent excise tax.) 


. * 
Subscription Order 
Business News Publishing Co. 
5229 Cass Ave., Detroit, Mich. Od rrr Tere torr Teeter 
(] Enter my subscription to Electric Refrigeration News for one year (52 issues). 
() Send the 1935 Refrigeration Directory and Market Data Book (2 volumes). 
{) Enclosed find remittance. (See rates above.) 
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QUESTIONS 


Sales Statistics 


No. 2423 (Manufacturer, Illinois)— 
“We wonder if it would be possible 
for you to furnish us with the follow- 
ing statistics on electric refrigerator 
sales: 


“(a) The number of refrigerators 
sold each year for the past 15 years. 


“(b) The percentage of each year’s 
sales through dealers. 

“We are interested in the trend of 
utility and dealer sales over this 
period, and the above information 
would, of course, give it to us.” 


Answer: The 1935 REFRIGERATION AND 
Air CONDITIONING MARKET Data Book 
presents all known statistical facts 
about the refrigeration and air-condi- 
tioning industries, including an analy- 
sis of the market and a survey of 
distributive channels. 

Total sales of the manufacturers by 
years are given both in units and 
dollar volume for the years 1920 
through 1934. 


Airtemp in Chicago 

No. 2424 (Merchants’ Association, 
California)—“We are very anxious to 
ascertain the street address of the 
Airtemp Corp. in Chicago, and have 
reason to believe from your publica- 
tion that you may be able to give us 
this information. We assure you this 
will be appreciated.” 

Answer: Engineering Bldg., 228 N. 
LaSalle St., Chicago, Ill., is the ad- 
dress of the Chicago Airtemp Corp., 
which is a sales branch serving the 
Chicago area for Chrysler air-condi- 
tioning equipment. 


Bar & Equipment 

No. 2425 (Dealer, Georgia)—‘We 
have a customer who is in the market 
for a complete bar and equipment. 
Kindly advise who manufactures this 
equipment. What we want is a bar 
and equipment suitable for a palatial 
home.” 

Answer: Manufacturers of complete 
bar and kindred equipment include: 
Electric Invisible Kitchen Co. 
LaSalle-Wacker Bldg., Chicago, IIl. 
Brunswick-Balke-Collender Co. 

623 S. Wabash Ave., — Ill. 
Puffer-Hubbard oe Bins 

2101 32nd St., inneapolis, Minn. 
Russ Soda Fountain Co. 

5700 Walworth Ave., Cleveland, Ohio. 
Harold L. Schaefer, Inc. 

1620 Harmon Place, Minneapolis, Minn. 


Seeger Refrigerator Co. 
Arcade, Wells & Whitehall Sts., St. Paul. 


Commercial Machines 


No. 2426 (Dealer, Colorado)—“We 
are interested in securing the names 
of manufacturers of commercial re- 
frigeration equipment, and will ap- 
preciate it if you will favor us with 
such a list. 

“We will also appreciate having a 
list of manufacturers of electrical 
refrigerators providing they are inde- 
pendent operators.” 

Answer: Manufacturers of commer- 
cial refrigeration equipment are listed 
on pages 165-218 of the 1935 RerricEr- 
ATION AND AIR CONDITIONING DIRECTORY; 
and manufacturers of complete house- 
hold electric refrigerators are listed 
starting on page 235 of the 1935 
REFRIGERATION AND AIR CONDITIONING 
DIRECTORY. 


New Orleans Comfort Zone 


No. 2427 (Manufacturer, Indiana)— 
“As we recall, ELectric REFRIGERATION 
News carried an article originating 
with a New Orleans public utility, 
regarding the conditions comprising 
the comfort zone in that vicinity, 
about one year ago. 

“We are unable to find this in our 
file and would like to know whether 
we can obtain two copies of the issue 
that carried that article.” 

Answer: The article was published 
in the March 7, 1934, issue of ELEctTRIC 
REFRIGERATION News. Back issues of 
ELeEcTrRIC REFRIGERATION NEWS are ob- 
tainable at a cost of 10 cents each. 


Replacement Parts 

No. 2428 (Distributor, Ohio)—‘We 
are opening a refrigeration parts and 
supply division of our parts depart- 
ment and have written to over 100 
manufacturers of refrigeration equip- 
ment, whose names we found listed in 
the REFRIGERATION DIRECTORY. 

“However, we have been unable to 
find any manufacturers of replace- 
ment compressor parts such as flap- 
per valves, discharge valves, pistons, 
float valves and needles, and other 
parts that are needed in repairing 
and overhauling refrigeration sys- 
tems. 

“We know that some company is 
making these parts since the Chicago 
houses have been listing a very com- 
plete line and thought possibly you 
might know who manufactures them. 
We would appreciate any information 
you can give us.” 


Answer: See below. 


No. 2429 (Distributor, Georgia)— 
“Please let us have a list of inde- 
pendent manufacturers of compressor 


replacement parts for’ Frigidaire, 
Kelvinator, etc.” 

Answer: We suggest that you write 
the following companies, which are 
making replacement parts for various 
makes now, or have been known to 
make them in the past: 

E. R. Capewell 

231 N. Second St., Philadelphia, Pa. 
Federal Refrigerator Corp. 

437 11th Ave., New York City. 
Home Appliance Service Co., Inc. 
Greensboro, Cc. 

Iceless Refrigeration Accessories Co. 

401 Chestnut St., Philadelphia, Pa. « 
etrigeration Service Corp. r 
282: 28rd St., Milwauhee, Wis. 


Monthly Shipments 


No. 2430 (Advertising Agency, IIlli- 
nois)—“I should like to have monthly 
unit shipment figures for electric 
refrigerators for as many months of 
this year as are now available.” 

Answer: January, 103,400; February, 
128,400; March, 228,000; April, 281,900; 
May, 261,100; June 174,860. 


Small Refrigerator 


No. 2431 (Realtor, Rhode Island)— 
“Will you kindly tell me with whom 
I can communicate that might have 
electric refrigeration of the following 
size: not over 32 in. high, not over 
39 in. wide, and not over 22 in. deep.” 


Answer: Stewart-Warner Corp., 1826 
Diversey Parkway, Chicago, manufac- 
tures a_ refrigerator which would 
meet your requirements. 

Sanitary Electric Corp., Fond du 
Lac, Wis., has a refrigerator which 
is 35 in. high, but which meets your 
specifications in all other respects. 
The following companies manufacture 
a refrigerator 36 in. high, which also 
meets your specifications as far as 
width and depth are concerned: 
Frigidaire Corp., Dayton, Ohio. 
Kelvinator Corp. 

14250 Plymouth Rd., Detroit, Mich. 
Norge Corp 
670 E. Woodbridge, Detroit, Mich. 


Large Refrigerator 


No. 24382 (Manufacturer, Illinois)— 
“One of our export distributors is 
asking us to recommend a manufac- 
turer of domestic electric refrigera- 
tors building models having capaci- 
ties of 10, 12, 15, and 20 cu. ft. 

“We would greatly appreciate it if 
you could supply us with the names 
of such manufacturers.” 


Answer: According to the June 12 
specifications issue of ELEectric REFric- 
ERATION NeEws, manufacturers listed 
below make models with capacities 
of 10 cu. ft. or more: 

Frigidaire Corp., Dayton, Ohio. 


General Electric Co. 
Nela Park, Cleveland, Ohio. 


Hotpoint General Electric Co. 
Cleveland, io. 


Kelvinator Corp. 
14250 Plymouth Pra., Detroit, Mich. 


Leonard Refrigerator Co. 
14260 Plymouth Rd., Detroit, Mich. 


Norge Corp 
670 E. Woodbridge, Detroit, Mich. 


O’Keefe & Merritt Co. 
3700 E. Ninth St., Los Angeles, Calif. 


Parker Mfg. Co. 
2625 Santa Fe Ave., Los Angeles, Calif. 


The Starr Co., Richmond, Ind. 


Westinghouse Electric & Mfg. Co. 
Mansfield, Ohio. 


Facts About Porcelain 


No. 24383 (Distributor, Florida)— 
“Will you kindly send us a copy of 
the booklet which you published giv- 
ing the complete story of the manu- 
facture of porcelain.” 

Answer: We do not publish a 
booklet on porcelain enameling, but 
have, in recent issues, reviewed two 
books dealing with this subject. 

One of these is a booklet, “Sales 
Manual for Porcelain Enamel,” issued 
by the Porcelain Enamel Institute, 
612 N. Michigan Ave., Chicago, Ill. 
We believe that they will furnish you 
a copy of this booklet free of charge 
if you write them. 

The other is a 392-page technical 
book, “Porcelain Enameling,” by 
Prof. A. I. Andrews of the University 
of Illinois. 


Code of Ethics 


No. 2434 (Dealer, Indiana)—“About 
four or five weeks ago, you printed a 
code of ethics of some particular 
town, which appeared in the ELEcTRIC 
REFRIGERATION News. We would like 
to have a copy and would appreciate 
your sending us the issue which con- 
tained this article.” 

Answer: We believe that the article 
to which you refer is one appearing 
on page 1 of the June 5 issue and 
pertaining to a code developed in 
Cincinnati, Ohio. 


RATES: Fifty words or less, one inser- 
tion $2.00, additional words four cents 
each. Three insertions $5.00, additional 
words ten cents each. 

PAYMENT in advance is required for 
advertising in this column. 

REPLIES to advertisements with Box 
No. should be addressed to Electric 
Refrigeration News, 5229 Cass. Ave., 
Detroit, Mich. 


POSITIONS AVAILABLE 


DISTRIBUTORS’ and Manufacturers’ 
representative, or salesman, calling on 
refrigeration supply jobbers, service men 
and dealers. Restricted territory now 
available to distribute Goodyear V Belts 
on an attractive commission basis. Write 
stating full qualifications. Box 724, Elec- 
tric Refrigeration News. 


WANTED: Commercial Salesmen. Several 
men thoroughly experienced in commer- 
cial sales work for locations in various 
parts of the country. Some connections 
will lead to sales managerships. Only men 
of experience will be considered. Give 
full details in first letter. Box 722, 
Electric Refrigeration News. 


POSITIONS WANTED 


FOURTEEN YEARS’ sales’ experience 
domestic and commercial refrigeration. 


Thirty-nine years old, familiar with gen-. 


eral appliances, complete knowledge East- 
ern territory. Held positions as supervisor, 
sales manager, and Eastern district sales 
manager with largest manufacturers. 
Connection with reputable concern de- 
sired. Will locate or travel in East. 
Box 720, Electric Refrigeration News. 


EXPERIENCED refrigeration man desires 
work preferably in manufacturing plant 
in middle west. Excellent technical train- 
ing. Experienced with general layouts, 
installation and servicing of commercial 
and household units, water-coolers, ete. 
(Married.) Address H. H. Binder, 216 
East Lincolnway, LaPorte, Ind. 


EQUIPMENT WANTED AND FOR SALE 


WE WILL purchase for cash any quanti- 
ties of electric motors, supplies, materials 
and equipment of any nature. We have 
a supply of new % HP Wagner refrigera- 
tion motors—DC—AC 25, 40 and 50 cycles 
at bargain prices. United Electric Salvage 
Co., 514 W. 36th St., New York, N. Y. 


REPAIRS 


HALECTRIC thermostat repair service. 
B & B, G.E., Cutler-Hammer, Penn, 
Ranco, Tag., etc. Expansion valves re- 
paired. Gas service, Ethyl, Methyl, Iso- 
Butane, Sulphur. Your cylinder or ours. 
Competitive prices. Halectric Laboratory, 
1793 Lakeview Road, Cleveland, Ohio. 


PATENTS 


HAVE YOUR patent work done by a 
specialist. I have had more than 25 years’ 
experience in refrigeration engineering. 
Prompt searches and reports. Reasonable 
fees. H. R. Van Deventer (ASRE), 
Patent Attorney, 342 Madison Avenue, 
New York City. 


COMMERCIAL 


DOMESTIC 
and BARE 


COMPRESSORS 


1/6 to 10 H. P. 


MERCHANT & EVANS CO. 


MANUFACTURERS 


Plant: LANCASTER. PA 


IRGINIA 


EST. 1866 


ae 


LARKIN COILS 


AIR TR CONDITIONING 


"Here is the Man We Need!” 


You can depend upon it if he is a “U. E. I.” 
trained man. If he has trained with the 
Utilities. Engineering Institute he will 
“know his stuff.” He will be ambitious... 
a real worker. He must be to get through 
the U.E.I. course of training successfully. 


. 
Our Ninth Successful Year 
> 
Inquiries Solicited from Tho:e Desiring 
Personal Training or the Services of Trained Men 


UTILITIES ENGINEERING INSTITUTE 


Yc. 
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